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“GEMTONE INKS JUST WON'T CRYSTALLIZE” 
“STAY OPEN FOR MONTHS”, SAY PRINTERS 





VEW HALFTONE BLACAS 
SOLVE TOUGH PROBLEMS 


FOR PRINTERSEV ERY HERE 
halftone 


For tough printing 


problems, there is nothing like 
the new IPI Holdfast Halftone 
Blacks. Printers everywhere tell 
us they print as well under 
conditions as 


half- rt 


by 
Me 
, 


modern speed 
conventional linseed oil 
tone blacks. These inks are 
really new—made with new 
materials and by new methods. 
They print sharp and clean with 
high resistance to scratching or 
smudging. 

Free specimen folders show 
results with 6 of the new IPI 
Holdfast Halftone Blacks. Send 
for a copy today 


FREE —“ANOCAOLT™ 
EXAMPLES OF IPI INAS 
FOR AROMEKOTE STOCAS Here is real news for printers. 
New Utrecht Press, Inc. (Brook- 
lyn, N. Y.) has proved that IPI 
Gemtone inks end crystalliza- 
tion problems. Odd circum- 

stances led New Utrecht 
| print two colors of the 
(4-color process) signature in 
June, 1949—and run the last 
two in December, six months 
later. Results are beautiful 
perfect trapping, fast drying, 
brilliant colors and “premium 
| finish” 
This job is remarkable proof 
of what fine craftsmanship and 
right inks can do. This 
“delayed printing has 


above 





Printerssay these RCA Victor folders 
are “knockout” examples of process he 
printing on Kromekote, best they ve 


seen. Write for your free copy today action 


FERD’ NAND 


Posthaste 


GEMTONE INKS TRAP PERFECTLY AFTER | 
6 MONTHS FOR NEW nee PRESS, INC. 


all the sparkle and snap of the 
same sheets printed in regular 
manner. (For the book “How 
To Use Color and Decorating 
in the Home’’— Greystone 
Press, N. Y.). Detail is sharp 
and clear with the illusion of 
depth. Background colors are 
rich, lustrous and smooth. 

IPI Gemtone Process inks 
are tops for 4-color 
printing on sheet-fed presses 
Send for the free Gemtone Com- 
parison folder today. Ask your 
IPI salesman or write us at IPI 
Headquarters, 650 11th Ave., 
New York 19, N. Y. 
rh é 
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Trap B Beautifully After 
Long Periods-Colors Sparkle, 
Print Sharp, Gloss High 


“Your Ge »mtone Process inks 
are wonderful! They just won't 
crystallize — stay open for 
months” says Frank Butti, Pro- 
duction Manager of New 
Utrecht Press in Brooklyn, N.Y. 

Gene Farinacci, pressroom 
foreman for New Utrecht Press, 
added this, “Gemtone 
inks saved us a week's work. 
Last June we had 4,500 overrun 
sheets printed with IPI Gem- 
tone Process inks—4 colors on 
one side, 2 on the other” 
plate damage prevented final 
printing—“‘when our customer 
reordered the job in December 
six months later) we simply 
ran the last two colors. Inks 
trapped beautifully. Both sides 
have the same color brilliance 
and sparkling finish” 

This job is all the more re- 
markable colors run 
last were originally first down. 
Its grand to know you can buy 
process inks that give top qual- 
ity results even if you wait six 
months between colors and 
have to run the job in reverse. 


Process 


because 





Once again it's printed with IPI 
inks. U. S. Camera Annual has been 
printed with IPT Macks and process 
inks for 15 straight years. 
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“Now weve 4 — 
forgotten 
how to 
blush!” 





“Six months ago, mailing 
mistakes were our depart- 
ment’s Waterloo! Our boss 
acquired an ugly disposition and a beautiful set 
of raw nerves because statements were written for 
one account and envelopes were addressed to 
another . . . catalogs and letters were separated in 
the mail... and customers were slow in replying 
to our correspondence and direct mail. 
“Then the Boss talked to the Tension Representa- 
tive, who explained how Tension Envelopes could 
do part of our work and eliminate nearly all of 
our mistakes. We followed his advice from A to 
Z. Now we don’t have to blush, the boss has 
become very sweet and his jumpy nerves are 
history.” 
P. S. Saving blushes is only part of it. 
Specialized Tension envelopes also 


save time, save postage, protect the 





contents of the envelope, promote 





sales and attract favorable 





attention as well. 


fer every business use line 
“TENSION ENVELOPE CORPORATION 
FACTORIES: New York 14, N.Y. 


@ St. Lovis 10, Mo. 
Minneopolis 1, Minn. * Des Moines 14, lowa @ Kansas City 8, Mo. 


Over 100 Representatives Selling Direct to User 
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1} .Graphic Books, In 
17 East 42nd Street 
New York 17. N. Y 
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Poor Richard and Direct Mail 
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SHORT 


NOTES 


DEPARTMENT 


@ THE NATIONAL INDUSTRIAL AD- 
VERTISERS ASSOCIATION will hold 
their annual convention in Los Angeles 
on June 29. 30 and July 1. 1959. At- 

ti chairman, Byron 
H. Brown, 3757 Wilshire Boulevard, Los 
Angeles 5, Calif>rnia has sent to t ade 
papers and industrial editors proofs 





@0 APPOINTMENTS! MR. COBB 1S GETTING READY 
fer the MIAA Conference in Los Angeles 


of six full page ads, to run between 
now and then .. . and to be inserted 
gratis by publishers. All ads feature 
clever cartoons by Wilson Cutler. 
Good promotion. 


@ IT'S NOT DIRECT MAIL... but if 
you want to see a beautiful job of 
printing, step into your book store and 
ask for “The Fireside Cook Book” by 
James A. Beard. Recently published 
by Simon and Schuster. It was de- 
signed by the Artists and Writers Gui'd 
and is ilustrated as no other cook book 
has ever been handled. It's worth a 
place in your idea file. as well as the 
kitchen. 


eee 


@ SHOWMANSHIP IN ADVERTISING 

. is the name of a new book just 
published by Showmen’s Trade Re- 
view. Inc.. 1501 Broadway. New York 


18, N. Y. It was written by two show 
men, Bi'l Hendricks and Montgomery 
Orr . . . originally for theatrical ad- 
ve-tisers only. But. before publication. 
it was revised and expanded to show 
the application of theatrical advertis- 
ing techniques to all advertising. This 
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236, 82" x 11” book. printed on fine 
coated stock, is loaded with twenty-one 
informative chapters, sixty full page 
plates on layouts, drawings and dia- 
grams. It should be a gold mine of 
ideas for anyone concerned prima- 
rly with layout. Copies are available 


for $7.50. 


eee 


@ DID YOU SEE the “Barney Google 
and Snuffy Smith” cartoon strip in 
January Ist Sunday papers? Fred Lass- 
well pictured his screwball rural 
family receiving a post card. After 
much confusion in deciphering. the 
post card turned out to be a last chance 
offer to buy shoe trees. Last episode 
revealed family racing in mule-cart 


to reach the city before offer expired. | 


Amusing! 


eee 


@ SORRY TO HEAR of death of our 


eld friend David A. Wolff of Pittsburgh | 


on December 30th. He was Business 
Devel t M of the Edwin L. 
Wiegani Company. Dave was always 
active in advertising and a devoted 
direct mail exponent. 





eee 


@ ONE FOR THE BOOK. Ray Forrest, 
Director cf Circulation of The Globe 
and Mail, Toronto, Canada sent a letter 
to Advertising and Sales People asking 
their help in promoting the Annual 
Boxing Show for Newsboys’ Welfare 
Fund. After his very good pitch he 
added this P.S. 
“Henry Hoke’s Ad Club talk on 
sales let‘ers styled this effort. Your 
order will indicate how well 
Henry's theories pull business. 
(Don't let Henry down).” 
We'll sure be blushing if the appeal 
flopped. 


eee 


@ “SCHOYER’S VITAL ANNIVER- 
SARIES” is an unusual book. The 
1950 issue is out. Compiled by Wil- 
liam and Maxine Schoyer . . . it con- 
tains more than 750 news making 
themes. There are one to four histor- 
ical anniversaries listed for each day 
of the year. each with a paragraph 


Continucd on page 6 


EVER SEE A BUSHEL 
WITH A CELLOPHANE 
WINDOW? 


“Hiding your light under a bushel” has 
never been considered an American vir- 
tue. As a nation, and as individuals, 
we've always believed in taking full 
credit for all our accomplishments. 


In keeping with this fine American tra- 
dition we have cut a cellophane window 
in our bushel, so that you may see our 
candle and the flame that burns on it. 
It was lighted, this time, by Mr. John 
Stevenson, Vice-President of the Grey- 
stone Corp.—owners of the Fiction Book 
Club—who says, of one of the many 
Circulation Associates services: 


“We believe that the success of 
The Fiction Book Club Contest 
last year was in great part due 
to the careful attention given by 
Circulation Associates to all of 
the many details involved in reg- 
istering the entries, judging the 
answers, and maintaining the vo- 
luminous correspondence involved. 


“Our hat is off to you for a con- 
scientious, intelligent job well 
done!” 


Sure, it’s nice to have people say nice 
things about the work you do for them 

. whether it’s contest- judging, list- 
maintenance, circulation-fulfillment or 
any other Direct-Mail operation. 


But you have to do nice things to merit 
that sort of praise. And that’s exactly 
what we've been doing, for some of the 
country’s top mail users, for years and 
years. We can do the same thing for 
you, if you say so, at the first oppor- 
tunity. Just write to the address below, 
or telephone COlumbus 5-3150 right now! 


NOTE: A postcard with your name and address... 
and the words “SEVENTEEN STEPS”... will 
bring you full information on Circulation Assori- 
ates’ “SEVENTEEN STEPS TO RESULTFUL 
DIRECT-MAIL ADVERT!SING”...a complete 
practical course in Direct-Mail techniques and pro- 
cedures from the initial planning of a campaign to 
the final analysia of returns. Drop your card in the 
mai today! 


CIRCULATION ASSOCIATES 


Circulation Fulfiliment * List Compilation And Main- 
tenance * Stencil Cutting * Triple-Head Multigraphing 
+ Offset Lithography * Letter Press Printing + 
+ Addressing * Mailing * Complete Mail Campaigns + 


1745 Broadway + NEW YORK 19, W. Y. 











BUNN 
Mail Tying Machines 


Time Savings! 

Labor Savings! 
Twine Savings! 
Money Savings! 


Over 30 packages of mail 
tied per minute! 


Regardless of size or shape of your 
packages, the BUNN will tie them 
faster. more securely, and with no 
machine adjustment This ma 
chine was designed especially for 
tying letters, parcel post, booklets 
or mailing matter and will make 
either a CROSS TIE OR MULTI 
PLE WRAP. tying the package 
with a single non-slip knot——En 
gineered to pass the most rigid 
postal regulations. the BUNN to 
day is accepted as the standard for 
fast. economical tying operations 
No experience is required to oper 
ate this amazing machine—yust 
hold the package in position—step 
on the foot pedal and the package 
is tied. See one BUNN operator 
do the work of three of your fastest 
Hand Tyers—and with so little 
effort 

R. L. Polk Co. has been using these 
labor saving machines for more 
than 20 years and many are still 
giving the same fast. efficient ser 
vice that has made BUNN the 
leader in the mail tying field 


For additi 1 informati or list 
of users in your vicinity—please 
write to: 


B. H. BUNN COMPANY 


7605 VINCENNES AVENUE 
CHICAGO 20. ILLINOIS 











background. 84," x 11". 32 pages. 
Price $2.00. Address, 304 Ross Street. 
Pittsburgh. Pennsylvania. 

Also available . . . but solely as list- 
ings. the booklet of Special Days. 
Weeks and Months in 1950 by Depart- 
ment of Commerce. Can be obtained 


cooperation of the government agen- 
cies. 

Price of catalog is $7.50. But per- 
haps you'd better send for descriptive 
felder and get the complete story. 
There are other services offered. In- 
cluding research for and procurement 
ef listed pictures. 





from Supt. of D ts, Washington 
25. D. C. for 15 cents. 


eee 


@ NICE WORK if you can get it de- 
partment! Our friend. Alan Legg. Ad- 
vertising Promotion Director of Reader's 
Digest International Editions left Jan- 
uary 23rd on the Ile de France for an 
eleven weeks’ visit to Europe. He'll 
spend a lot of time in Paris setting up 
future promotion plans for the French 
editions of The Reader's Digest. He'll 
also visit with local staf! members in 
London, Milan, Brussels, Stuttgart. 
Stockholm and Copenhagen. 


—_— 
eee 


@ THROUGH GOVERNMENT LENSES 
is the name of a new catalog. central- 
izing for the first time the vast reser- 
voir of United States Government photo- 
g:aphs. It has been published by the 
Washington Commercial Company. 
1200—1S5th Street. N. W.. Washington 
5. D. C. It provides an indexed se- 
lection of 672 desirable and usable 
photographs produced by more than 
100 government agencies. The photos 
are reproduced in miniature in the cata- 
log. on loose leaf sheets; each print 
bearing an identifying number. This 
allows the prospective user to study 
he actual photographs and to conven- 
iently order his selection. 

The black and white pictures may be 
ordered as copy negatives, glossy and 
matte prints, enlargements, photo- 
murals, ar‘ists’ bleachout p-ints, Trans- 
lites, etc.. from copy negatives. All 
of the pictures are in the public domain 
and are obtained by Washington Com- 
mercial Co., through permission and 


ww: . 


eee 


@ THE “LET'S HAVE BETTER MOT- 
TOES ASSOCIATION” is still going 
great guns out in Cleveland. Fred- 
erick E. Gymer, 2123 East Ninth Street. 
Cleveland 15. Ohio started it about 4 
years ago, as an idea to promote his 
services as advertising consultant. 
Gymer is the Board of Governors, sec- 
retary. etc. of the Association. He is- 
sues a monthly letter. electing a guest 
president and releasing the month’s 
slogan, usually wisecracking, or ribald. 
Fred has a hard time trimming down 
the size of his list. Peop'e offer to pay 
for a place on it. Most of his business 
is credited to this promotion. An- 
other demonstration that appropriate 
humor in advertising pays dividends. 


eee 


@ GOOD GREETINGS can sometimes 
be turned to profit. Larry Schwartz 
and Howard Wechsler of The Wexton 
Company, 1780 Broadway. New York 
19, N. Y., (artists and designers) were 
in too much of a rush with clients work 
to design and produce their own 
Christmas card. At last minute they 
reproduced some hasty sketches and 
memos of what they would like to get 
out. Mailed to 300 people. Brought 
30 calls and $3050 worth of bus'ness 
in 3 days. 

Unexpected. too. 


eee 


@ CUTTING CORRESPONDENCE 
COSTS was discussed by Lyda Mc- 
Henry of Wayne University. Detroit. 
Michigan in January 1950 issue of the 
National Office Managers Association 
Ferum. It's worth reading. Lyda may 
be able to furnish tear sheets if you 
write to her at School of Business Ad- 
ministration. 


@ ADVERTISING CLUBS and ASSOCI. 
ATIONS have been ac'‘ive in passing 
resolutions against the Langer Bill 
$.1847 . . . which would prohibit all 
advertising of alcoholic beverages 
across state lines. The advertising 
fraternity believes this Bill constitutes 
a serious threat to freedom of the press 
and an unjustified restriction on news- 
papers, magazines, radio broadcasts 
operating in inter-state commerce. It 
would prove a dangerous precedent 
lead'ng to similar restrictions in the 
promotion of other commodities. 
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@ THERES A SMALL REVOLUTION 
going on in the typewriter field. Most 
or all are going electric. Here's the 
new Remington, equipped for either 
standard ribbon or carbon ribbon for 
offset reproduction. A far cry from the 
old invisible-writing models my Dad 


used in his real estate office in 
Chambersburg. Incidentally, those 
new electric models work swell when 
hooked up to an automatic typewriter 
device. 


@ HOWARD HOVDE used a novel 
approach in promoting April as “Wall- 
paper Style Month” for the Wallpaper 
Industry. A six page newspaper (in 
typical style) was mailed to all dealers 
in January. First page gave all the 
news about the promotion ... while 
inside pages carried i'lustrations and 
explanations of all advert’sing helps 
available space ads, posters, 
window display. direct mail, etc. Well 
done . . . and an economical method 
of putting over an industry wide pro- 
gram. You might get a copy by writ- 
ing Howard at National Wall Paper 
Wholesalers’ Assn., 1421 Chestnut 
Street. Philadephia 2. Pennsylvania. 


eee 


@ MEMBERSHIP in the newly formed 
International Union of Advertising has 
been approved by the Executive Com- 
mittee of the Advertising Federation 
of America. 

The Union has been in process of for- 
mation for two years with meetings 
of the Preparatory Committee at Paris 
Brussels. ‘and Zurich. The fourteen 
organizing member countries include 
Britain, France. Belgium, Holland, 
Italy, Denmark, Norway, Sweden, Fin- 
land, Switzerland. Mexico, Brazil. 
Uruguay and the United States. Other 
countries gre expected to join soon. 
President of the Union for the first year 
is Paul Althaus, President of the 
Swedish Advertising Association, and 
the General Sec-etary is Pierre Bastide 
of Paris. Biennial international meet- 
ings are planned, but an Executive 
Committee will meet each year, be- 
ginning this coming fall. 

The Pan American Union of Advertis- 
ing. started last June at Mexico City by 


(Continued on page 38) 
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World’s Oldest 
and Largest Builders of 


PNEUMATIC TYPING EQUIPMENT 


& 


Present 


ps The New 


Iya DUAL SELECTOR AUTO-TYPIST 


This remarkable new Auto-typist is a 
fully automatic letter-writing machine. 
Any standard typewriter may be used, 
and the typing mechanism is operated 
pneumatically, by means of a perforated 
record roll similar to that used on a 
player piano. It produces complete let- 
ters continuously, including date, inside 
address. and salutation merely by press- 
ing one button. Another dial setting per- 
mits automatic addressing of envelopes. 

The new Dual Selector Auto-typist 
may also be used for producing an in- 
finite variety of different letters. It car- 
ries two large-size record rolls with a 


capacity of 500 lines of typewritten 
copy. These may be divided into as many 
as 100 different paragraphs. The operator 
selects the appropriate paragraphs by 
means of The Push-Button Selector and 
the Auto-typist types the letter auto- 
matically at speeds up to 150 words a 
minute and without possibility of error. 
The finished Auto-typist letter has the 
exact appearance of a personally dic- 
tated and individually typed letter. 


Te Iusto-tyPist 


COMPLETELY PERSONALIZED LETTERS THE LOW COST, 


AUTOMATIC WAY 


MAIL FOR FREE LITERATURE 
AMERICAN AUTOMATIC TYPEWRITER COMPANY 


614 North Carpenter Street - Dept. 


22. Chicago 22, Illinois 


Without cost or obligation, please send me complete intormation about the new Dual Selector 


Auto-typist. 
NAME 
COMPANY 
ADDRESS 
a 





cuts offset copy preparation time... 
saves you money... 
gives you real “repro” quality 


D.:: like money from home—the way the savings pile up when you use 


this remarkable new typewriter on copy preparation for offset! 


The new CARBON RIBBON Electri-conomy Typewriter is tops for speed 
completely electrified action assures utmost accuracy with maximum output. 
Typists take to it quickly with its exclusive “Speed Slope” Keyboard .. . fee! 
right at home from the instant they touch the finger-fit keys! 

It's ideal for either photographic or direct image offset process — gives you 
cameo clear, sharp copies. 

Send the coupon now for a complete description of this new cost-saving aid 


to offset reproduction. Conyright 1950 by Remington Rand 


Make the Elecfri-conomy Test in Your Office Today! 


= =a 
Reming?on Rand Inc., Department TE-28, 315 Fourth Ave., New York 10 
Please rush me details on how to SPEED and SAVE with 


the Remington Rand Carbon Ribbon Electric Typewriter. 6 
same Flemington F®and 
Compeny THE FIRST NAME IN TYPEWRITERS 


Address 


City 
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and direct mai 


by henry hoke 


During the month of January, this 
reporter was kept on the jump. Not 
that it is particularly important 
but here was the itinerary. 


Canton, Ohio (noon) Ad 
vertising Club 
Cleveland, Ohio (eve 
ning) Women’s Adver- 
tising Club 


January 10 


Cincinnati, Ohio—Adver 


tisers’ Club 


January 
Syracuse, New York 
Advertising Club 
Mass. 


January 
Boston, Advertis- 
ing Club 
Columbus, Ohio 
tising Club 

Ohio State University 
Merchandising Class 
Staten Island, New York 

Rotary Club 

York City—Opera- 
Quarterly Con- 


January 


January Adver- 


January 


January —New 
tion, Inc. 
ference 
Grand Rapids, Michigan 

Advertising Workshop 
of Advertising Club. 


January 27 


The week of January 15th was hectic 
because the members of the Graphic 
Arts industry were celebrating the birth 
lay of Ben Franklin. Many of my 
friends around the country at the var 
ious Ad Clubs were worried for fear 
I would not include in my talk some 
mention of their patron saint. So I 
spent considerable time at the New 
York Public Library, researching 
through the files to learn more about 
Benjamin Franklin. He was a great 
fellow. I like his honesty. 
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His kind of honesty could well be 
followed by many advertising men to 
day. He made no bones about swiping 
his stuff from others. Most (if not all) 
Poor Richard sayings were re-worded 
“lifts” from the writings of others. Too 
many of us today try to take sole 
credit for “our genius”. We are 
what others made us. 

The more I read .. . the more | was 
convinced I could make my usual talk 
about letter improvement before, dur 
ing and after the Franklin celebration 

for Ben Franklin said practically 
the same things I have been saying thes« 
many years. Some of you may get a 
kick out of the similarity. I’ve made 
no bones about “lifting” my stuff from 
others. 

Even though there were no adver 
tising clubs in Ben Franklin’s day, and 
after-luncheon speakers were to blossom 
forth in another century, Poor Richard 
had an appropriate saying:—“The full 
belly hates thinking as well as acting.” 
That is the problem of all after-luncheon 
speakers. It is hard to get going. Hard 
to get the crowd worked up. Maybe 
we should have the speeches before 
the eating. 

How To Write Letters 

Here are a few quotations to show 
what Poor Richard thought about some 
of the formulas we are using today. 

I tell my audiences: 

(1) Two major obstacles stand in the 
way of the success of any solicitation 
letter. (a) Human inertia. (b) Com- 
petition for prospect’s attention and 
dollars. Poor Richard said: “There 
are lazy minds as well as lazy bodies. 
Sloth makes al] things difficult.” And 


“He who buys had need have 100 eyes, 
but one’s enough for him that sells the 
stuff.” Isn't that the truth? 

(2) Appeal to the emotions. People 
think they think, but very few think 
They feel. People buy or act because 


of what th 


hey feel about a product or 
service or cause. Poor Richard said 
“Would you persuade, speak of interest. 
not of reason.” 

(3) There are four things wrong with 
most solicitation letters. (a) Useless 
words. “He that speaks much, is muc} 
mistaken.” And: “The learned fool 
writes his nonsense in better language 
than the unlearned, but still ‘tis non 
(b) Improper arrangement ot 
words. (c) Incorrect expression of 
thought. “Better slip with foot than 
tongue.” And: “Many a man’s own 
tongue gives evidence against his under 
(d) Offensive words. “Tart 
\ spoonful 


sense.” 


standing.” 
words make no friends. 
of honey will catch more flies than a 
gallon of vinegar.” 

Naturally, I could not find any Poor 
Richard quotations to fit our forniulas 
for format because direct mail was not 
known in those days. But this could 
he appropriate: “We may make these 
times better if we bestir ourselves.” In 
other words . . . do some thinking to 
make your work better. Or in speakiny 
of the value of testimonials, we could 
lift these quotations: “A good example 
is the best sermon.” Or: “Promises may 
get thee friends. but non-performance 
wil] turn them into enemies.” 

(4) For emphasizing the point that an 
opening statement in a letter must con 
tain a fact which is new, different or 
interesting, Poor Richard can_ he 
Continued on page 10) 





( pe letterhead paper oll Fad 
* : /- ne 
cn offices uhere decisions countl/ 


Leaders in the world of finance... men who help plan our 


investments in America’s future... know the importance of selecting 


the proper letterhead paper for important correspondence. More and 
more of these leaders today choose Cockletone Bond. Thev find that its 
“heavier” quality feel, lively snap and rich shade of white add impres- 
siveness to their business messages. Consider the advantages of using 
You ll bv 


Cockletone Bond vourself surprised at its moderate cost. 


THE FINEST LETTERHEAD PAPER 


EVER PRODUCED BY HAMMERMILL CRAFTSMEN 


| 
' 
| semo rus courON NOW 


| for Cockletone 
ole containing specimens o 


° Bond pe 
good modern letterhe 
| design which you'll find useful in appraising, improv. 
y ine oe redesigning your own letterhead. Als «ample 
book of Cockletone Bond 
Hammermill Paper Company 
ast Lake Road, Erie, Pennsylvania 


| Please send me—free—the Cockletone Bond portfolio and sample book 


Name 


Position 





r business letterhead) 


quoted: “An empty sack cannot stand 
upright.” Or “The cat in gloves catches 
|} no mice.” For the formula—If you 
isk a question, ask one which cannot 
be answered yes or no—Ben Franklin 
said: “Weighty questions ask for delib 
erate answers.” 
(5) On Elmer Wheeler's famous points 
for selecting sales appeal . . . here are 
significant similarities: (a) Sell the 
sizzle, not the steak. “What signifies 
knowing the names, if you know not 
the nature of things.” (b) Don’t write, 
telegraph. “You may talk too much 
| on the best of subjects. (c) Say it with 
| lowers. “He that falls in love with 
himself will have no rivals.” (d) Watch 
your bark. “There's small revenge in 
words, but words may be greatly re 
| venged.” 
There are hundreds of other Poor 
Richard sayings which can be applied 
| to our advertising today. I recommend 
|} an afternoon at your library when you 
are in need of fresh inspiration. 
I enjoyed my trips during January. 
It is good to meet with so many people 
I have been corresponding with, or 
seeing once In a while at conventions. 
| And . there are always new friends. 
| The reception committees were 
| wonderful! 
I suppose I should write a story about 
direct mail activities in each of the 
| cities I visited, or in each of the organi 
zations before which I appeared 
but there just didn’t seem to be enough 
hours during the day At any rate. 
everywhere I visited during January 
there seemed to be muc h optumism 
about direct mail, about advertising. 
ind about business in general. Some 
of the stories | heard will appear later 
n the pages of Tue Reporter. I un 
covered enough material to fill a dozen 
issues. 
One thing is sure . the celebration 
of Printing Week (and Ben Franklin's 
birthday) is growing in scope. Enorm 


This was its biggest year. In 


became a 


ously. 
New York the celebration 
major event with all elements of graphic 
urts and = advertising participating. 
Many meetings and exhibits. 

In Boston, Elmer Lipsett, Ray 
Strawbridge and other workers staged a 
mammeth exhibit in the Armory 
wth educational and commercial exhib 
ts reminiscent of the travelling DMAA 
hows of the 1930's. 

In other cities, the programs were 
nore modest but equally enthus- 
astic. Printing Week will undoubtedly 
xecome a fixed institution. 

We'll look forward to participating 
n it again next year, with the help 
ft a few more Poor Richard quotations. 
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Jor those who like ‘em tall, 
dark 


and 


handsome 


ATF 


Introduces 


LYDIAN BOLD CONDENSED 


» 
The devotees of slimness will welcome this | un 
distinctive, dressy design by the well-known 
calligraphic artist, Warren Chappell. This 
is not a mere narrowing of popular Lydian 
Bold, but a consistent original conception 
of broad-pen lettering in restricted width, 
with remarkably open counters and vig- 
orous freedom in the curves. Close-set or 
letter-spaced capitals in display sizes up 
to 7)-point have a noble dominance that 
comes as a rich relief from monotone sans 
serifs. Yet in the book sizes, even as small 


as the 10-point, readability is unsurpassed 


Lydian Bold Condensed is im- 
rime i mediately available from stock 


. | at all ATF Branches. The new 
companion Italic is now in 
Am e rl ca n Ty p e Fo U n d ers ‘ sashes for later delivery. 


200 Elmora Avenue, Elizabeth B, New Jersey Z, 


by any other condensed face. 














so- you want to raise 


money by mail! 


by william m. proft 


Let’s get squared away mght from 
the start, because it is important that 
you and I think along the same line 
in this discussion of raising money by 
mail. All organizations or institutions 
which are dependent upon public sup 


mail to some degree or 
} 


port use the 
other in their appeals for financial ax 
Chere are two general groups. 


The first is where the mail is used 


to lay the groundwork and prepare the 
way for personal solicitation. Its job 
s strictly institutional and educational 
secure 


ind it is not required to 


immediate and positive action. This is 
commonly known as the organization 


fund-raising campaign. 

The second is where the mail is 
used to promote a cause, sell the need 
ind secure a contribution by return 
mail. This is the classification I want 
j 


to deal with—where the mail is de 


s gned to do the compl c job. 


their 
Each 
can accomplish its respective job, pro 
ded the 
operation are fully 


Both of these methods have 


place in the fund-raising held. 
principles governing their 
understood Too 
often an organization will turn to the 


because it seems like 


use of the mail 
in easy way to solve its problem. They 


have no doubt heard about the many 


organizations that are using direct mail 
successfully, but they have not heard 
of the time, money and work that went 


nto the making of this success 

Hardly a week passes that we do not 
receive one or more requests tor in 
formation on raising money by mail. 
These requests can best be illustrated 
’y quoting from a letter received two 
“We need 


building pro 


months ago. It read, 
$500,000.00 for a new 
gram. We would like to raise this 
How long will it take 


Now. 


even though we couldn't very well do 


money by mail 
and how much will it cost? 


t, we were tempted to write back and 
: 


say, “So—vyou want to raise money by 


ro 
mau 


But, let's start trom here and assume 


that we are answering a composite in 


one including many of the ques 
tions which have been raised over a 
several years. Obviously, 
this will be very general in character, 
but it can be used as a yardstick for 


quiry 


period ot 


the consideration of any individual 


, 
problem. 


The Problem 


What are some of the factors that 
will help you analyze your problem in 
relation to the use ef the mail as a 
fund-raising medium? First, you must 
recognize that there is no magic tor 
mula. Even though there are certain 
fundamental principles, or rules, to 
guide you in the building and operation 
of a mail program, you must never lose 
sight of the fact that they are not 
substitutes for clear thinking, an active 
mag nation, creative ability and hard 
Direct 
science where the same result will be 


work mail is not an exact 
secured every time you follow a given 
proce dure. 


Most direct mail successes have been 


built upon an appeal that can be pre 
sented to the general public, or, at least, 
to a sizable segment of the public. 


Does your organization and its work 


within the 
This is ab 


have a wide 


area of your operation? 


acceptance 


solutely necessary if you are to secure 
a satisfactory volume of support trom 
the general public, regardless of 
whether your work is local or national 
n scope. If your present potential 
support is must either 
be prepared to develop a wider accept 
ance of your work through the mail 
and other promotional means, or de 
termine how you can secure the neces 


sary support from a limited number of 


limited, you 


people through more intensive efforts. 
If you fall into this latter category, it 
s questionable whether you can de 
pend upon mail as your sole means ot 
solicitation. 


Another 
uous effort, or the necessity of a long 
Where direct mail is 
used as the sole medium for raising 
funds, it can hardly hope to succeed 


mportant factor 1s contin 


range program 


unless it is carried on over a long period 


of time. There have been instances 


where it may have appeared as if a 
single mailing brought in sufficient re 
turns to make the one mailing cam- 
paign a success, but, if you stop to 
look behind the scenes, you will find 


that there were many steps that had 





William M. Proft ... 


REPORTER'S NOTE: Last month. we were 
somewhat caustic about the flood of pre 
Christmas charity appeals. We had been 
planning a series of articles on the prob'ems 
but held up 
we'll give you the 


of raising money by mail 
temporarily. Now 
first. It should appeal. not only to money 
reisers. but to all whe want to influence 
people to DO SOMETHING. 

William M. Proft is a sound thinker. He 
operates an overall counselling service at 
14 Prospect Place. East Orange. New Jersey 
but manages to get involved in many social 
service campaigns. He's a member of the 
New York Hundred Million Club, and a 
familiar figure at Direct Mail Conventions. 


Let us know how you like this “first shot” 
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laid all the groundwork tor the success 
of the single mailing. There may have 
been a number of factors which made 
it almost impossible for the mail appeal 
to fail. Yes, there are some instances 
where a single mailing has succeeded 
but don’t let that mislead you. Such 
cases are rare. 


Another factor to be considered in 
this connection is cost. Direct mail in 
its early stages is not an inexpensive 
method of raising money, but the cu 
mulative result in promotional value, 
in building a list of contributors, in 
their low cost renewals, in the potential 
larger gifts when properly developed 
and the eventual bequests all add up 
to making direct mail a very profitable 
and worthwhile medium of fund 
raising, provided you have the patience 
to allow the mail to do its job over a 
period of time. 


Speaking of patience brings to mind 
an example of the application of these 
factors which we have been discussing 
It will illustrate what a mail program 
can do in money and other important 
results. 


Nine years ago the Pacific University 
dec'ded to do someth ng about lifting 
itself out of the position in which most 
small, privately supported colleges find 
themselves today. They had some 
money to spend and they decided to 
spend it on a long-range program of 
direct mail, tied in to newspaper pub 
licity and speaking engagements for 
members of the faculty. The objectives 
they set down were: wider public ac 
ceptance as an independent, non-tax 
supported school, more students, 
creased endowment funds, a new bui 
ing program, and improved educational 
opportunities for students. Quite an 
ambitious program. 


fter the ninth year of cumulative 
direct mail effort tied in with the pub 
licity and speaking programs, the results 
are today: growth of nt enroll 
ment from 350 to 1,250, endowmer 


fund tripled, five major buildings added 


and to quote them, “tremendovs recog 
n tion extending over the entire world 
and untold value which can not be 
estimated in dollars and cents.” Their 
mailing list included a general list, 
alumni list, special bulletin list and en 
dowment prospects—at no time total 
ling more than 17,000 names. They 
started modestly and increased their 
spend'ng as the plan unfolded until, 
in 1949, they spent a total of $8,600.01 
for the entire year. This illustration 
is not used to show you how to do it, 
! 


but simply to point out what can be 


done when a direct mail program is 


Continued on page 14 
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Send This Issue 


To Your Friends 
... WITHOUT CHARGE 


The Reporter of Direct Mail Advtg 
17 E. 42nd St 


N.Y. 17,N. Y 


Please send a free copy of the Jan 
uary 1950 The Reporter of 
Direct Mail Advertising” with my com- 
the persons listed below 


issue of 


pliments to 


To 


Address 


City 


To 


Address 


City 











caretully planned and intelligently 
executed. 

We could keep on citing a number 
of other factors, each having a bearing 
on the analysis of your problem ot 
whether you can, or want to use the 
mail, but these will have to suffice for 


the time being. 


The Program 


Let us assume now that 
decided to use the mail as your sole 
medium of fund-raising. What are 
some of the things you will face as you 
build this program and proceed to 
place your mailings in Uncle Sam’s 


you have 


post office for better or worse? 

You are now one of a large fraternity 
engaged in the business of competing 
for the public's attention and support. 
To secure the latter you will have to 
hrst. I do not know of any 
which calls for a 
greater degree of good sense, creative 


attract 
field of endeavor 
intelligence, imagination and courage 

As you work the various parts of 
mailing piece together, always 
remember that 
local, state and national organizations 
This adds up to con 


your 
there are numberless 
doing the same. 
siderable competition for a share of the 
philanthropic dollar. Your 
be secured, provided you understand 
he following principles in 
Keep in mind now 
factors to be 


share can 


and apply t 
the right manner. 
that they are broad, basic 
used in each fund-raising effort accord 
ing to their relative value to the problem 
at hand. 

The Your 
testing and proper use of lists can make 
Your selection 


first is lists selection 
or break your appeal 
will be based upon such questions as 
names of people most likely to have 
an interest in the work of your organi 
zation, the geographical area you want 
whether 
the support of the small contributor as 


to cover, your plan calls for 


well as the large giver, or whether you 


are interested only in givers of 


amounts, and possibly other factors 


peculiar to your particular situation 


Some of these lists you will have; others 
will have to be bought or rented. As 


your list requirements grow, you will 
have to enlarge your source of supply 


beyond yust lists of peo} have 


contributed to causes sim lar to yours 
You will have to try lists of contributors 
lists of people 


to other causes—next, 


potential contributors—and 
then on down the line to various other 


who are 


types of lists, as far as it is necessary 
to meet your list needs. 
! 
i 


Securing thes 


your potential contributors 


is a neverending job. It is a field in 
itself requiring exacting and painstak 
ng specialization and a wide, practical 


experience. Do not depend upon your 


4 THE 


own ability to secure all these lists 
There are companies which make it 
their business to know lists, their 
sources, their availability and _ their 
worth for this or that appeal as the case 
may be. 

\ good illustration of what careful 
list selection and then the pyramiding 
of the best of them can do is shown 
in the rapid growth of a national, 
religious organization. Five years ago 
this organization had less than 600 con- 
It was the usual 
story of old sources of income dimin 
ishing and no plan for finding a new 
source. But, even though they were 
down, they would not admit they were 
Starting with very littl money, 
they give direct mail a 
chance. They had a story to tell. A 
mailing piece was built around this. 
ty careful testing, they found several 
The returns brought 
in were turned back into larger mail- 
They literally lifted themselves 
out of their predicament by their boot- 
straps within a year. Today they have 
over 16,000 active contributors and they 


ire still growing. 


tributors on its books. 


out, 


decided to 


productive lists. 


ings. 


The next to consider is copy. What 
will you say in your appeal—your letter, 
enclosure, and other parts of the mail 
ing piece? What you say and how you 
say it is of great importance. The copy 
must sell your cause; it must result in 
the action that counts—a check or cash 
contribution. Your copy must contain 
attention-getting, inescapable facts and 
emotional appeal, always keeping, of 
course, in the good taste and character 
of the sending organization. This is not 
ilways easy to accomplish. I know from 
vard experience that a strong, emotional 
appeal is absolutely necessary if you are 
a contri 
it can also be over-done to 


to make your reader send in 
yution, but 
the point of creating disgust, distrust 
prepare 


and a turndown. To 


havin 


copy 
g the proper balance usually re 
quires many re-writes before it is 
correct 


Do not 
yest that you can produce or buy. 


be satished with less than the 
Your 


copy must present the complete story ol 
your forceful, 


cause in a convincing 


and appealing manner. It is the only 


contact with your prospect; it is your 


salesman and it must sell the reader and 
produce action 

It is not 
something entirely new when you pre 


always necessary to create 
pare copy. Sometimes the use of your 
magination and the putting together o 
a Ettle research will produce far more 
than you could write 


effective copy 


yourself. A good example of this was 
cited by Mr. Thomas 
of the Crowell-Collier Publishing Com- 
at the recent Direct 


Seck, Chairman 
pany, in a speech 
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Mail Advertising Convention 
Chicago. 

He told how he was invited by a 
triend to write letters to raise money 


tor a hospital. In P. F. Collier & Son 
books : 


} 


Company's “hve-foot shelf o 
he looked up the information on mex 
icine. He read the story of Antoine 
Paret. There he found illustrations ot 
surgical instruments Paret used—tools 
which a carpenter would be ashamed 
to use today. Wood cuts of these pic 
tures were made and pr.nted across the 
top of the letterhead. The r went 
on to say that these were the instru 
ments of Antoine Paret, the first great 
surgeon in the world who served with 
Napoleon's army, and how they were 
used for amputations and sur 


vas then pointed out that the hospita 
ot today has modern conveniences, but 
contributions were once again needed t 


the business of saving lives. 


Epictet | 


quoted on 
philanthropy and ch 


continue 
or a P. S.. 


paign was followed u i Story on 
Harvey and the circul the blood; 
Jenner and others. I cl ea P.S. 
was included quoting famous 
person s words on the ubject This 


10vel, human interest 


ipproach pro 
duced a succe sstul campaign 

The third in layout 
Here we are de: subject 
of getting the reader ntior That 
first impression has an awtul 
with whether your piece is read 
or filed in the wast The best 
ava lable layout work co good 
regardless of its cost. When you consider 


the differences in per unit st between 


good and bad layout, ther l 
question as to [ 
the ability to arran 
ind “white spac« 

arrangement 
count paper, type 
and every other it 


on the appearance, attract c and 


] ; } ' 
eye appeal of eacn 1d the 


ind h ww 
yu 
by mail 
your prospect tsmanship 


will mean loss of tunds seen the 


ippeals Of some ) n t uses Tall 


niseraoly a 


resulting 

nie and 
+ , 
ort am ye stan g wasted. 
Now, let us consix testing. Here 
subject. Where 
should testing begin and end? This 


Ss a most controversial 
in not be answered general terms 
, : . 
it has to be decide r each particular 
case. Ih 1a VE ind successtul 

“More 


} " 
noney has been wasted If isecless test 


direct mail man say 
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ing than in any other phase of direct 
mail endeavor. Too often tests are 
made to supply answers that should be 
secured through judgment and exper 
lence.” 

I'll agree with him 100°., but that 
statement standing alone might lead 
some people to doubt the wisdom of all 
testing. Of course, he did not mean it 
in that sense. What he was trying to 
drive home was, don’t allow testing to 
dictate every move you make. If you 
in the 


position where you will be afraid to 


do, you will soon tind yourself 


make a decision without first testing. 
And then you will have little time tor 
anything else but testing. 

All right, let us ask the question 
igain, “Where should testing begin 
and end?” Lists will always require 
tests. With very few exceptions a list 
must be tested to determine its pullis £ 
power before it is used in its entirety 
Since you will always be in need of new 
names, this will be a continuous opera 
uuon as long is you are raising moncy 
vy ma ] 

Next, you will be changing your copy 
trom time to time and you will want to 
Improved 


test new copy against old 


copy—a more efhicient salesman—should 


° : 
lways be your goal, but do not get 


1 ‘ 
nus sie ound changing and testing 


copy which your own experience tells 
vou 15 good copy 

» ' } } 

Pretty much the same thing can be 
said about layout. Layout and copy 


invariably go together; therefore, tests 


on one will, no doubt, include the 
other. But here again a note of warn 
ing. You can easily get in over your 


head by going off the deep end. 
This is 
yortant point in direct mail 


Who is to sign your letter? 
a mighty im} 
fund-raising, Here we are dealing 
with a factor that can bring success or 
failure. About four years ago a very 
well known natidnal organization used 
the signature of a prominent radio com 
nentator. Returns leaped to unheard of 
volume, the size of the gifts increased 
< ' ' 
about = 50) Almost any list they 
There was really no 


pulled well. 


stopping them until he decided to with 


used 


draw his name and give someone else 
a chance. Since then they have tried 
dozens of other names, but none has 
peen able to prod ice even one half So 
well. Depending upon the geographi 
il area of your appeal, you should at 
tempt to get the person best known and 
respected by the greatest number of the 
ysublic to which you are appealing. 


To a large extent this same thing 
ipplies to your sponsoring committee 
or any other group of names carried on 
your letterhead or printed matter. The 


Continued on page 16) 


REPLY-O LETTERS 
will do your selling job 
© MORE EFFICIENTLY 
© LESS EXPENSIVELY 


NATIONAL ADVERTISERS SAY: 


Our Reply-O Letters eloborcte breedside 
produce between 18% en- 
ond 32% replies. We woduced 8% e- 
hove been able to troce ply-O follow- 
*.2 millions in business vp produced 24% from the 
trom on expenditure of some list 
$27,000.00 The Math Alkeli 
New England Mutvol Werks, ison 
Lite Insurance Compeny 


“‘Reply-O-Letter topped all records 
brought in the highest number of 
contract dollars ever pulled by any 
etter we hove moiled 700 
inquiries, twice the number we hove 
been able to draw by other forms 
>f direct mail 
F W. Dodge Corporation 
To save you time, send along the fol- 
lowing information when you request 
samples. 
Frequency of mailings. 
Average size of mailings. 
Type of list. 
This information will enable us to 
answer your initial letter with helpful, 
understandable facts and figures. 


REPLY-O0 PRODUCTS CO. 
150 W. 22nd St. . New York 11, N.Y. 





only logical reason tor the names being 
there is to help the appeal. Therefore, 
ask yourself, do the names mean any- 
thing—do they hurt the appeal more 
than they help? 

Postage is an item that materially af 
fects the returns in direct mail fund- 
raising and, as such, should be a subject 
for testing. As far as the outside mail 
ing envelope is concerned, the best over 
all results are secured with first class 
postage. A few of the larger, national 
mailers are doing a satisfactory job with 
third class, but this is due primarily to 
the fact that these organizations have 


wide public acceptance. For the aver 


He Arrives... 


First impression 7 


~~ favorable! 


age philanthropic, religious or educa 
tional organization, however, first class 
postage is still the best. 


But there is another side to this post- 
age question and that is the return en- 
velope. Extensive tests conducted by 
a number of different types of phil 
anthropic organizations over a period 
of years have shown that responses can 
be lifted from 50°, to 100° by the use 
of a stamped, return envelope, as against 
business reply envelopes, or plain, self 
addressed envelopes. On the basis of 
this experience, other organizations 
have been making the same tests with 
satisfactory results in about 75°, of the 


(suit pressed ... shoes shined) 


Your printed salesman traveled in style. even though his ticket 
read “Third Class.” He arrived as fresh and clean as when he stepped 
into this Columbian® Clasp Envelope. Because the envelope took 
the bumps, the punching and pounding — and came through intact. 

A cheap envelope can be darned expensive. Columbian® Clasps 
save you money in the end. Their extra tough stock, extra wide 
seams. malleable metal fastener, reinjorced hole are worth evers 
cent they cost as insurance for that “favorable impression. 


*T. M. Reg. U.S. Pat. Of 


SPRINGFIELD 2, MASSACHUSETTS 


Divisions from Coast to Coast 


UNITED STATES 


ENVELOPE 


COMPANY 


cases. I believe every organization en 
gaged in fund-raising should make this 
postage test. 


We could go on and discuss many 
other tests which might improve the 
performance of a mailing piece, but 
these cover the most important. The 
point I want to make is, that testing, 
intelligently handled, can be the means 
of continually improving your appeal. 
And when, through testing, you have 
found a combination of all the parts of 
a mailing piece that pull for your ap 
peal, hang on to it and ride it hard 


Aprrocch Fund-raising 
Realistically 


Where do you fit into the picture? 
It makes no difference whether your 
organization is large, small or some 
where in between, whether it be purely 
local in character or national in scope, 
direct mail fund-raising offers an op 
portunity to solve your financial prob 
lems, but you must approach it real 
istically. First, what are the facts of 
the case as far as your organization is 
What do you have to sell 
present 


concerned ? 
nm past accomplishments, in 
work or service and even more im 
portant, in future objectives? What are 
your needs? To whom will your ap 
proach be made for this support and 
how wide an area can you cover? How 
is the proposed program to be financed? 
Second, determine how these facts are 
to be interpreted and put together in 
relation to the basic factors covered in 
this article. This, then, represents 
your program. Admittedly, every de 
tail can not be worked out for the years 
to come, but your basic plan and goal 
Then third, put the 


follow 


must be defined. 
operation and 
A program 


program into 
through and do not stop. 
started and then stopped at the first 
difficulty or disappointment is so much 
money thrown away. Remember—the 
effectiveness of mail solicitation is in 


direct proportion to its continuity and 


cumulative effect—the word tor it 1s 


, T 
follow-through. This may not be easy 
it will test the best in thought, and 


creative ability that can be given to it, 
but the end result will pay handsomely 
in public acceptance and wide-spread 
support 
All I have said and all that might be 

said on this subject reminds me, and 
should remind you, of what Kipling 
once said 

“I keep six honest serving-men 

(They taught me all I knew,) 

Their names are What and 

Why and When 
And How and Where and Who 
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put teeth in your hurry-up 


the urge should be built in and tied 


to a specific limitation: four 


rules for getting action 





REPORTER'S NOTE: 
popular series of articles by Howard Dana 


Here's another in the 


Shaw. the letter writing man of Philadelphia. 
Previous articles appeared in February. May. 
August cnd September 1949 issues. Read 
this one carefully and improve your 


letters. 





Stop! Don't pr.nt and mail that 
letter you have just written until you 
check it against this important idea. 
Or, it you haven't written the letter 
yet, be sure to take advantage of this 
simple but essential point in getting 
readers to do what you want them to. 
Use it in the next letter you get out, and 
see the amazing difference. 

It you feel your prospects are pigeon 
holing your best efforts, ignoring your 
nost attractive offers, this may be the 
weak link in your chain. You may be 
missing the boat in this vital respect 
If so—you are in good company, be 
cause a good many direct mail experts, 
correspondence consultants, and protes 
sors of English are missing the same 
oat with you. 

See the sign on that clothing store 
‘Hurry, hurry, hurry! Everything 
nust go. Our loss is your gain.” See 
that department store ad: “Gigantic 
one-day event.” See that mail-order 
stove circular that offers you a $5 cer 
“good only until March 1.” How 


more about human 


tihicate 
come they know 
nature than the letter writers? 

Or am I maligning the tribe? Cer 
tainly the mail-order man wouldn't hold 
his job long if he didn’t know that 
people must be hurried. They must be 
interested, sold, and told to act. But 
that isn't enough. There must be some- 
thing that forces them. 

Your product can be good. Your 
list can be good. Your offer can be 
yood. You can write a powerful letter. 
But if your letter lacks the “hurry-up,” 
t probably won't work nearly as well as 
it should. And there is a very simple 
reason behind that fact, but to fully 
ippreciate its importance, you have to 
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be more of a realist about human nature 
than most people are, or else you have 
to be a graduate of the tough school 
of mail-order. 


Maybe you have to study a lot of psy 
chology. But if you write enough 
letters, and keep records on results, 
you can cut the psychology course. You 
can see how people work without theor 
izing. At any rate, whether it’s flatter 
ing or not, you have to be willing to 
agree to four fundamental facts about 
human nature. 


The Leaning Tower of Pisa, engi- 
neers tell us, is falling. It has been falling 
for 600 years—at the rate of about one 
thirty-second of an inch a year. That's 
about as fast as some people like to 
make up their minds when you ask 
them to do something. To all intents 
and purposes, the tower is standing 
still—and that’s what all bodies tend to 
do, according to physics, until started in 


motion. So do human minds 


Or—to put it in the form of a series 
of step-by-step principles—this is about 
the way it would look: 


1. The human animal is character 
ized by a powerful tendency to put 
things off—to stand still and postpone 
doing anything, physical or mental 
to want to wait until tomorrow. 


> 


Mental work 1s more painful than 
physical work. Most people will walk 
2 mile to a store and carry home an 
armful of packages before they will pick 
up a pencil and write a name and ad 
dress on a coupon. So if you're asking 
them to exert their minds in the least 
way (and that includes ordering or 
inquiring by mail) you have a greater 
inertia to overcome than if you are 
asking them to do something physical. 


3. The third important rule of hu- 
man behavior that dovetails in here, is 
that people hate to decide anything. 
The animal just naturally doesn’t want 
to face the responsibility of a decision, 


by 


howard dana shaw 





and will go to unbelievable limits to 
duck the job of making up the mind. 

4. And if the decision involves spend- 
ing money, it’s still worse—still tougher. 
Money comes hard to most fe'ks, and 
too many grasping fingers a.c trying 
to take some of it away from them all 
the time. 

So that’s the picture you're up against. 
\ccording to what you are asking in 
your letters, you go down the scale of 
those four points to the appropriate 
point. The farther you have to go, the 
more difficult your problem is. Or, am 
I overpainting it? I don’t think so—not 
for a minute! I see too many examples 
that substantiate the belief that when 
you write letters to people, you are 
working with the 
most intractable 


world’s toughest. 
material—human 


nature. 


I believe the major reason people 
don’t buy or act as you want them to 
when you write to them, is that you 
don’t include a built-in urge that’s tied 
to the time element. 


Look at it this way. When a sales 
man talks with a prospect, one of his 
main jobs is to meet and handle the 
tendency to procrastinate. 
His sales manual probably contains 
several pages of answers to such objec- 
tions as “see me after the holidays,” “I 
want to think it over,” etc. But neither 
he nor the prospect may realize that 
his primary weapon in motivating the 
prospective buyer is nothing more than 
his own physical presence Having 
someone stand over you is an effective 
device for pushing you toward a deci- 
sion now. 


prospe ct's 


So the problem of the letter writer, 
in a way, is to put something in his 
letter that takes the place of the personal 
presence of the salesman. Something 
that has the effect of urging immed- 
iate action without seeming to—withovt 
too much strong-arm pressure or frontal 
attack. Remember ‘Robert Collier's 

Continued on page 18) 





comparison with the sideshow barker 
whose assistants, at just the right mo- 
ment in the harangue, start to elbow 
their way through the crowd toward 
the ticket window. 


This matter of the “hurry-up” is 
extremely important and I recommend 
that every letter writer give a great deal 
of thought to it. But the subject is not 
as simple as tacking on a sentence at 
the end of the letter—not by a jugful 
To get results, the actuating device must 
go much deeper, and I'll tell you what 
I mean. I'll put it in the form of an 
other four rules or guiding principles 


A. The hurry-up or urge to immed 
iate action should be something that is 
inherent in the offer being made. It 
should be a plausible reason why the 
reader must act without delay rather 
than postpone consideration—some 
thing he accepts at face value. It’s 
hetter to start your plans with a hurry 
up idea than to think of injecting the 
hurry-up into an already planned offer. 

B. The 
edged. It should give ‘em something 
if they do, and take away something if 
they don’t. There should be a definite 
penalty or loss if readers put off their 
response, or at least your 


hurry-up should be two 


message 


should point out that side of it. 


C. The hurry-up should have teeth 
n it. It should be much more than 
merely the 
the buyer will start enjoying the bene 


writer's assertion that 


fits sooner—that it is to the buyer's 
advantage to act without delay rather 
t off, etc. There should be 
i definite dead-] 


than put 
ne or penalty to goad 
the prospective buyer or inquirer to do 


someth ng today 


D. The hurry-up, like the close, 
shouldn't be merely a concluding para 
graph. It can, and often should, come 
first. And if you want to get real re 
sults, it should spread through the 
whole letter. 1 any more 
important single rule of 


don't know 
writing suc 
cessful letters than to build into them 
a contagious sense of urgency 
stem to stern. It's a spirit or tone-of 


trom 
voice, but don’t depend on that alone 
, 


ase it on some genuine impelling 


idea as a foundation. 


Most hurry ups will fall under yust 
two main headings: (1) a limit in time, 
or (2) a limit in quantity. Either type 
may be definite or may be implied. For 
instance, you can say that the price will 
go up on a certain date; or you can hint 
in various ways that a price increase 
is overdue, that you will be forced to 
raise the rates soon, etc. Under the 
limitation in time, you can offer a gift 


for orders or inquiries by a certain date 


or you can arbitrarily state that the offer 
will be withdrawn on such-and-such a 
date. Under the limitation in quantity, 
you can offer the product, or a gift 
until the supply is exhausted—and that 
may mean the supply available at a cer 
tain price (before new prices go into 
eflect.). 


With any kind of hurrying device, 
the more specific you are the more re 
sults you will get. If you can’t be 
specific, hint. But it’s better to set a 
definite date or a definite quantity. 
And round numbers aren't so good as 

March 3 is better than 
Apparently it seems more 
And 147 books 


better than “a 


exact ones. 
March I. 
genvine and plausible. 
is better than 150, 
small quantity.” 


One of our own current mailings 


offers a compilation of “short ap 


proaches” to life insurance men, and 


Says: 


“In order to make our plans, we'd 
like your reply to the enclosed offer 
right away, and are glad to send you 
1 Iree copy of the Approaches as our 
way of saying Thank You. But there 
are only 69 copies left as we put this 
letter in the mail.” 

It's a relatively small mailing sched 
ule on a high-priced product, and tt 
hgure was accurate at the time the 


re 


mailings were released. (I wouldn't 
advise anyone to use any other kind ot 


figures). Results are breaking records 


Here are a few other sample hurry 
up sentences 
Implied quantity limitation: “We 
have purchased a small supply of this 
unusual booklet for our friends and 
chents, and can furnish one to you 


vou will let us know without delay 
Suggesting prompt action with no 
tangible hurry-up: “Don’t file this away 
to think There's 
puzzle about, because you don’t have to 


over. nothing to 


send a penny or promise anything.” 


Double 


“Be sure to give us your answer 


hurry-up (quantity and 
time ) 
mmediately to Start with the June 
issue and to be enrolled at the present 
$4 rate 

As the opening of a letter: “If you 
will write your name on the enclosed 
ard and mail it back without delay, 
we are in a position to make you a very 


inusual invitation.’ 


Short-term water-tight hurry-up ( nic 
“Mail it so I 
receive it within 10 days and you can 
deduct 10 percent.” 

To motivate action when there's no 
real hook:. “On the chance that it 
might turn out -to be an important 


tf you can arrange it) 


step torward in your plans tor personal 
security, will you mail the card right 


now.” 


But remember th’s about the hurry 
up. Don't think of it as a sentence in 


Whenever humanly possible. 
make it a real built-in animating device 


hooked to a time element—and the 


the better 


lee 
1 ietter 


nore specific Spend more 
time developis 
the letter 


hurry-up peg to hang your hat on 


ig the offer than writing 
Only when you haven't a 


should you resort to wiles of language. 


For you may chisel on green jade 
the essential principle of making the 
grade with letters 
(sk ng tor action ts not enough You 


must force action by means of a dead 


line and a penalty 


\.L.D.A. 


It's more than getting attention and 
t 


It’s more than the letters of 


More 
More than remembering that the last A 


nterest han creating desire. 


stands for action. 

Even 
cided to send in the card, you still 
All you have 
electrical nside his 

He stil! hasn't put it in 
You have got nowhere till 
And the 


when your prospect has de 


haven't made the grade. 


is an cond'tion 
' ' 
brain folds. 
the mail 
that card is in the mailbox 


step 1s the hardest. 


You must sell and convince. You 
nust ask action, and button it up by 
giving explicit directions—tell him what 
You know those rules. And 
On top of all those 


and how. 
then the payoff 
th nvs,. you nust vive him SOTTIC log ’ 

y \ y I gic 


reason why he must do what you tell 


him to immediately without following 


his natural b putting it off ul 


tomorrow he puts it off t 
tomerrow, he will cool down and other 
things will come 


ilong and you won't 


hear from hin 
11 
ll 


Don't wait a single day. It wll cost 


you money you do. Start right now 
to build an ironclad hurry-up into your 


next offer or your next letter. 





@ SOUTHERN COAL COMPANY... 
used its house magazine “The Fusion 
Point” for a unique purpose in a recent 
issue. A special edition (with an extra 
wing cover) introduced Southern’s new 
home at 333 North Michigan Avenue. 
Chicago, Illinois. It invited friends and 
customers to visit. Then in pictures and 
words ... the special edition described 
the layout and pictures all officers and 
execut ves. Gives a word sketch of 
each and his duties . so that each 
visitor will know who he should see and 
all about him. Back of book descibes 
operations and locates them. Good 
job of public relations. And super- 
excellent printing. 
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a problem 7 


If it’s sales promotion —relax— just bring it to— 


AHREND 


THE DEPARTMENT STORE OF DIRECT MAIL 


One source for 
all of your 
direct adver- 
tising needs... 
from sales- 
minded ideas 
through com- 
pleted on-time 
mail campaigns 


You can relax because no matter what your needs may 
be, the solution is at hand in our “department store” of 
specialized direct mail services. 


Whether you want to market a new product in selected 
communities or build dealer cooperation nationally .. . 
send out a personalized sales letter or an integrated long- 
term campaign . . . just call Ahrend. 


You'll have the peace of mind that goes with knowing 
that all operations concerning your job are directly under 
our control in our own plant of 40,000 square feet. 


sparkling, : 
perfectly personaliz . 
field-tested dealer helps and campaigns 


clear multigraphing, mimeo and offset 


sharp printing 


ed sales letters 


Preparation, production of house organs 
supervision of deal 


er or consumer contests 


If your problem is uncertainty as to just what type of pro- 
motion will benefit you most . . . you have our skilled 
merchandising analysts, creative writers, artists and pho- 
tographers to produce the most effective promotion for 
your purpose. AND at the same source, you have com- 
plete equipment for the production, printing and mailing 
of your made-to-measure material. 


Let D. H. Ahrend Co. take full responsibility. Phone or 
write Ahrend today . . . then just sit back and relax, 
confident that you'll get what you want when you want it. 


57 YEARS OF EXPERIENCE SERVING DIVERSIFIED INDUSTRIES 


33 NATIONAL AWARDS BASED ON RESULTS 


D.H.AHREND COMPANY 


INCORPORATED 


Murray Hill 6-3212 


333 CAST 44 STREET 


NEW YORK 17, N. Y. 





THIS ISA DMAA BEST OF INDUSTRY AWARD WINNER FOR 1949 


DIRECT MAIL ADVERTISING KEEPS ® 
CAR-OWNERS COMING BACK! 


by James M. Stewart, Consributing Editor 


Here's number four in our series 
of case histories of a DMAA Best of 
Industry winner of 1949. And it’s a 
honey! 

It's all about the direct mail efforts o 
the Service Department of a factory 
authorized Dodge-Plymouth dealer 
operating in the city of Pasadena, Calit 
Wegge-Pelton, 


ornia. ts name 
1021 East Colorado Street 


Vital Statistics 


W-P’s direct mail budget for “49 was 
$4,000 or 1'% ot their quarter 
million dollar service volume The 
campaign was handled, from A to Z, 
by Burroughs Direct Mail Advertising 
of Los Angeles. They were responsible 
or about 4,000 mailings per month 


Problem 


Since the war, as more and more new 
cars have been appearing on the roads 
j 


found 


many auto service people have 
their sales volumes going down and 
Because the 
only periodic maintenance 


down newer cars need 
not the 
expensive repairs that the older buggies 
constantly required. So, Wegge-Pelton 

. and Burroughs . . . set upon a way 
to maintain a steady volume of business 
and a constant flow of traffic through 
the W-P service department. 


Customer Control System 


A plan was devised to 
1. Develop casual customers into 
steady 100 
Sumulat 


habits betore they become in 


customers 
customers buying 
active 
Pull 1 

u dormant customers 


i 
as active customers again. 

To avoid wasteful mail ngs and 
to sel] customers only the services they 
need .. . Burroughs set up a Customer 
Control System (see card in pic). This 
8” square, punched card keeps a run 
ning record of a customer's activity and 
enables Burroughs to maintain a close 
follow-up of customers. The Customer 


Control System is the backbone of al t n-gettting illustrations and 
Wegge-Pelton promotions d ) t i the 60-day 


Three Purchases 


, 

The auto service business offers t 
basic convenience purchases which « 
automobile owner must buy at r 


intervals in order to get peak per 
mance and efficiency trom his d 
They are 
1. Lubrications at 1,000-mile 
tervals 
Motor tur 
ntery a's 
Brake adjustments a 
mile intervals 
The W-P people reason ti 
ige motorist drives about 
per month ind so the 
promoted accordingly 
For example, inst 
tely making a mass 
tune-ups (needed 
which would reac 
had had a motor 
wo... Burrough 
Customer Contro 
nal only to those 
no such service 


nonths This sharpens the ping 


their direct mail attack. 

Customers 
ire segregated 

1. ACTIVI 
have been act 
nonth period. 
printed and personal 
come 100 ustomer 
ill their servicing 
problems to Wegge 

2. INACTIVI 
en absent tor 60 days, 
e and is ma 

} i 


e his I 


ered inact 


ore | has a chance to 
long ... or go elsewhere 
11SO Spec al letters or A) 


that keep 
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ul uw PRIEED 1S LIEE 
TEE TICE TOCE OF AN OLD CLOCE 











postage-free 


The Direct Mail Book aed) William Wegge, J 
On the right half of the sheet 


ght r. Wegac 


For Beginners ~ 


ty 


pac <T fo writing) 


MOST EXPERTS shout 200 of the “Penny” letters ae 


mailed each month, and returns have 
consistently hovered around 20°<. The 
letter gives customers an opportunity 


° 
‘ J lewer gives customers an 
Can ea it o air their “gripes”. All responses 
! ai ‘ 
ire personally followed-up and if there 
— is any complaint, the company makes it 
right .+. Naving a generous adjustn ent 





; , a : . What The Experts Say: 3. DORMANT—When a customer 
Mh Poa f Nichetns Sams : doesn't come in to the service depart 
ieee ilk need: Sie ” sales : nent for 6 months, his Customer Con 
exthook t ‘ me reg ene Bowe on sey ed trol Card is removed from the active 
4 the ; ane | ; customer file and put in a dormant file 
a om of to receive a special and aggressive pro 
re motion to bring him back in to buy a 
American gain. 
“eo These mailings go out at monthly 
. intervals . . . and continue until the 
customer is “disqualified.” To become a 
member of this circle you must die, 
—— move to another territory, or sell your 
sulkner, As Dodge or Plymouth. As long as one 
Be ... is a Dodge or Plymouth owner he is 
considered to be a potential customer 


International 


person inter 
‘an can oo 4. PROSPECTS—These are people 
ct ma an get 


fuel from your who are Dodge or Plymouth owners in 


Mayer, ade.. the W-P territory, but have never had 
Jas Bea their cars in for service. 

rtising As New lists are purchased every year 
se youns fellowes from Reuben H. Donnelley and screened 

. wae Ges iwainst the old. They are maintained 
have on 3” x 3” cards and are contacted 
S46 pages eer ! . ’ : ne ‘ ar , x experier . $ * 
with 1 ht per sketet ystrations by W ' nding out what the monthly by mail. As soon as they be 
gy ° vmnametvntrvestcadueanca ~~ questions Hany Gre.” come customers, a Customer Control 
Case beund s1.50 7 


YOU'LL WANT ONE FOR EVERY MEMBER OF YOUR STAFF — is estab oe for them <a 
‘ e then promoted as customers. osorme 
TWO “MUSTS” FOR YOUR DIRECT MAIL LIBRARY: wenttemerst gatas 











prospects are also obtain from the 
ORDIALLY YOURS”—? 


—How ta become a letter Moter Recorder, the monthly publica 


ack 
writer in one EASY lifetime 
Cordial Contacts by Mail tells hov . tion that lists new car sales. 

One letter that was mailed to pros 
pects last November offered them three 
ces. cloth heund 25.00 ree lubrications for their auto 

THE RIGHT START . T ADVERTISING nee 

H a Personalities 


Fo give customers a feeling that their 
cars receive really personal attention at 
we Ene comm gy REI ay ag oe Wegge-Pelton . . . Burroughs tries to 

> pases, eth tees get a personal touch in their letters. 
—_ -— —— Sometimes a letter will be built 

MAIL YOUR ORDER TODAY uround some of the people who 

Graphic Books, Inc. work in the garage. For instance 
17 East 42nd S:reet, New York 17, N. Y here’s a smart-looking, offset letter in 
Phone: MuUrray Hill 2-7424 , Dineen of the two men ot 





two colors 


> ort - so TL ‘LIMB TREES —— oe _ the top. 
e f 3 r CLIMB TREES ise bound at $1.50 ea Meet KLIP and BOF 
"AP ‘vy = 4 em . een: datiink enka 





" SEND NO MONEY NOW 
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and they 


ryone else, 


right 
uv got a 
at wi give 


r running 


All lists, including the Customer Con 
trol Cards, are maintained by Burroughs 
at their o‘hces Records are taken 
directly from a carbon of the Service 
Repair Order, so that none of the details 
ol keeping 
Pelton’s hands 


up the list are in Wegge 
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—— A Year Sep 
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fe: “ee ee: @: 00: 0: ee" @" 


d’Z0' 
“@ -@ @"e"e 


Jean Fed Mar June July 


ee "ee "ee "ee 


Year Actirity 
62 53 


Results 


President William Wegge, Jr., is 
pleased with results of their direct mail 
efforts. “Wegge-Pelton has maintained 
a constant volume of service business 
throughout the year. The promotion 
has brought many cars in for service 
more often, and individual customer ac 
tivity has been greater this year than 


ever before.” 





@ WARNING!—It's very confusing and 
annoying ... but there is absolutely 
NO connection between The Reporter 
of Direct Mail Advertising. 17 East 42nd 
Street. New York and the relatively 
new magazine called The Reporter. 
which also has offices on 42nd Street. 
New York. 

We've had many letters about it .. . 
especially since the new magazine 
s‘ar.ed to try to sell advertising space. 
Re‘er to our item in May. 1949 issue. 

The new magazine is a fortnightly, 
which is supposed to be devoted to 
facts and opinions. We've had quite 
an argument over the confusion in 
names... but nothing has been work- 
ed out yet. 

If you want to get in touch with us 
ABOUT DIRECT MAIL... be sure to 
wrie to The Reporter, 17 East 42nd 
Street. New York 17. N. Y. 


v4 
2eTL ey UelLe, FTF 


veg 020. 


ee 


Ss 
einen 


B-D Ford 
“ “@ s 


Line 


Mae 

” [ ied es @ =e 
Activity.- ae Y 

he 3 7x, pd -— Oct How Dec 

- = “@ “@ “@ -@ “@ 
Aug Sept Oct Now Dec Pont 


“@ “@ “@ ~@ ™@ ™—@ 


ot b= 9 
Stude 


e**e'= =“@ =@* ck ny “@ 


« 5é 56 


ee “@ ~@ “@ “@ “®@ =e “e ~@ =e~« “ee 
RS 


Let FREE Plates Prove 
Your Sales Letters 
Look BETTER, 

Get Out FASTER 


sat . 
“no grain sur 


bles lithographic 
your letters 


Its unique 
face resem 
stone, makes 


I! 
sporkle with eye-appe? 


With Plastiplate you can turn 
out sparkling direct-mail letters 
that really sell. Faster, too, be- 
cause Plastiplate, both photo- 
graphic and direct image, is 
easier to prepare and print—and 
with less cost—than any other 
offset duplication plate. 

To prove Plastiplate’s superi- 
ority, we will send you sample 
plates absolutely free. See how 
Plastiplate meets all your direct 
mail requirements. Just send us 
the coupon today. 


TIME-SAVING + CONVENIENT + ECONOMICAL % 
DEPT. 42 BRIDGEPORT 1, CONN. 


My duplicator is a 





Mode! No.__ Send me free Plastipletes 


Photographic © Direct image 
luse a riter 


anda cloth © carbon paper ribbon 





Nome 


Firm 


Address 
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Remington Rand Inc 
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how all of us can help 


small business to advertise 


by j. m. russakoff 





\s a result of the high degree of 
liz which is constantly be 
intensihed, we have rel 


REPORTER'S NOTE: Since Joe Russakoli 


business 


ation 


Spec 
“small crusade in ou: 


1949 


readers 


started his 
more 


tewer al!-around advertising men 
For the 
is 


cor 


weve had many “ “og 
the f 
What 


Who among you 


December issue 
iy 
etters from praising idea and atIVeRy 


“> wee ind women than ever before. 


pro lucers ol 


giving us “case histories 


so 
to know 
who can 
an understanding of the 


advertising, there 
information 


are more case histories 


have helped some local smal! business ge! much technical 


the one 


adver indeed 


the 


sterted in economical and successful that is 


ising? Te!l 
facts and figures 


rare 


us your story give us 


ilso acquire 
creative job on the work he ts called 
upon to produce. However, the spe 
n media has led to the estab 


ishment of a growing number of peo 
I t of a growing number of 





' 

alization 
S 

ital 


ture, 


} } 
nee simal yusINess plays 


‘le who have special knowledge and 
chiefly concentrated 


direct advertising 


] } 
roie nh our whol econor 
' har » 

as us that are 


two ; 

One way to break the logjam ot 
ng 
ving how to use advertising effec 


help to small business and 


vely is for everyone engaged in adver 


tising who possibly can to take a few 


such small business under 


operations 
with them, 


and 


in touch 
work 
paigns they can use, advise them on 


npil 


' 
us wing—keep 


suyyest ideas, out 


pieces 
mm 


ng or building up lists, ete 


gamut of being 
ig brother to them. 


short, run the whole 


ul 
Thi 
j 


siness 


s approach is actually being fol 


1 


Wn »"y a number of highly placed 


they 


‘ 
ws » peoste. wi J] 

sivertising peopie, who tell me 
vd the activity very stimulating and 


itistying at the same time They get 
' 
carious thrill out of the success of 


ideas, and from helping small 
ping 


ness people in their neighborhood 


themselves. 


this method may sound naive 


o the skeptics, ot 


he in mportant t 
selling is a major problem h there are many in advertising. 


engaged idve 
that total ad 
j 


be the basis of virtually a 


But 


rus vce 


' rtis can 


ng 
to make the advertising func 
mean something to business. This 
that has to be done constantly, 
have sell to 


community as useful and desirable 


ertising 


trom tl hish 


h 


ne 


c™ 


nereases 


, . 
well as ¢ sounder 1 OD 


F 1] 
smal 


ind 


Db ss ent always to ourselves 


1s 


flour shin 


nembers. And a campaign like this 
will help considerably in this objective. 


There's still another and _ probably 
much more important reason for all 
of us to spend a little time to help the 
other fellow—even though we may not 
get paid for it, nor make enough out 
of it to make it worth our while. 


It 


business, 


boils down to simply this—in 


n almost everything else, 
another—small 


as 1 


] 


al t 


we are all part of one 


business is a necessary and vital part of 
big business, and likewise big business 


small 


s equally necessary and vital to 
They go together in a free 


its size and 


business. 
But because of 
7 


t 


economy. 


resources and reserves, : business can 


* 


more easily do something for small 


business, than small! business can for 


big business 

Anything that hurts small business 
is bound to be felt all along the line 
right up to big business. If small 
business can be made healthier, more 
to community, and 

it can through 
advertising—then 
everyone to If 
1 result of “ood advertising fewer smal! 


the in 


we 


effective 
many think 


ntelligent 


cases 


use ot 


is certain benefit. as 


business operations fail, (and the num 


ber of failures is far too great) all 


business 

While 
businesses 
the i 
larger, planned scale through business 
and Advertising 
graphic arts, direct mail clubs can set 
which 


gains. 


assist smal 


deal 


] 
Im pirhie 


oft us 
know 


each can 


we and with 


same idea can be on a 


cry organizations. 


Ie 


un cl nics to sma business 


be invited to 


owners and managers can 
present their stories, perhaps tell why 
they believe advertising cannot be used 
And a panel of creative and 
to 


nto 


by them. 
would 


_ 


produc n people attempt 
4 


show them how advertising can fit 


their picture. 


al the 


through 


1 
or neigh 


This can be done 


il c hamber ol 
} 


Dusiness 


so 
lo mmmerce, 
borhox« vd 


‘ation, 


ce 


association, or local 


industrial 
| 


1 


groups 
t alent 
Other 


} } 
ocal 


1S8SOc or 
vertising 
guides 


with experience 


I 


to act as counsellors o 
organizations through which the same 
developed and presented 
Kiwanis, 
found in almost 


Most 
and 


pl be 
would be the 
t h 


bs 
community 


can 


Rotary, Lions 


clu Ww are to be 


every of any size. 


ot their members are in busine ss 


most of them definitely are “small 
businesses.” 

In all probability these organizations 
would welcome constructive clini 
session of this kind, and would support 
t as long as there is sufficient interest 
it. What better sponsorship would 
want? And what wav t 


serve ourselves and our communitv’ 


in 


we better ’ 
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As J. M. Russakoff said in the De- 


cember, 1949, issue of The Reporter, 
“It’s a big business world, but it’s filled 
with hundreds of thousands of small 
businesses.” And many small businesses 
that could profitably use magazine ad- 
vertising don't. To them it’s a “big busi- 
ness” medium. The little fellow sees the 
double page spreads, the tour color 
back covers, and thinks the only effec 
tive selling done is by and through 
these large ads. Somewhere, someone 
breathes the cost of such an ad into 
his ear, and when he recovers from the 
shock he stays as far away from mag- 
azine advertising as possible. Actually 
it would pay the small! businessman to 
investigate advertising in the national 
magazines, using small ads. Probably, 
as we did, he would discover it pays. 
Here’s our story! 

In February, 1947, our company was 
organized to market a new type hunt 
ing shoe designed by Don Kepler, well 
known Pennsylvania sportsman. The 
boot had features that made it radically 
different from other hunting boots. But 
it could not be patented, and our prob 
lem was to get wide distribution 
quickly, before imitations narrowed the 
market. A distribution system through 
wholesalers and retailers would take 
too long to build up, and moreover was 
Hence it was decided to 

We hoped sports stores 


too costly. 
sell by mail. 
would be willing to buy directly from 
us after demand had been built. 

At the outset we very nearly made a 
fatal mistake. We did not select our 
direct mail lists carefully. We used 
two lists: one of naval physical train 
ing officers known personally to Kepler 
The other was 
i list of hunters taken from local re 


trom his wartime days. 


cords of the Pennsylvania Game Com 
At the time these lists looked 
Our first mailing con 


mission 
like naturals. 
sisted of a letter, a four-page circular, 
ind an order envelope, with order blank 
An attract 


tive, almost full size, two-color picture 


printed on the inside flap. 


, 
hunting shoe was on the inside 


small business and 


magazine advertising 


by edgar v. hill 


double page of the circular. The back 
page had a picture of Kepler, plus a 
money back guarantee. We hopefully 
mailed 3,000 of these first class, then 
sat back waiting for the orders to roll 
in. We needed sixty to break even 
In our innocence we expected at least 
300. We received 7! 

That was quite a blow to two new 
comers in the mail order field. Others 
have quit for less. Fortunately we were 
sold on the worth of the hunting shoe 
and knew it couldn't be the fault of 
the product. We were convinced there 
was a market, but who... 
Just about that time ! 
what a friend of mine in the adver 
tising business had told me when we 


, 
and where? 


remembered 


first organized; “your best way to build 
a good prospect list is by magazine ad 
vertising.” I got in touch with him 

fast. Together we drew up an 
advertising schedule that later justified 
everything he had said. 

Fortunately our direct mail fiasco 
came around April and so we had 
plenty of time to revise our program 
before the fall hunting season. A few 
minor changes were made in our cir 
cular, including the add'tion of 14 
unsolicited testimonials, 3 from among 


those 7 lonely customers of our first 
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REPORTER'S NOTE: Here's something extra 
special on the subject of small business 
But it's also extra-special on the prob'em 
of building lists. We've never carried an 
article in The REPORTER on space advertis 
ing in relation to lists. but this one is tops 
and makes up for the neglect. 


Edgar V. Hill is Vice President in charge 
of advertising. publicity, promotion and sales 
for the mail order firm of Don Kepler. Inc. 
Pine Grove Mills. Pennsylvania. This is his 
first venture into the mail order field. Be 
fore that he served with the U.S. Army in 
Paris, France. in charge of the record sec 
tion. main Army headquarters. Ordnance 
Branch. Before entering the Army. he work- 
ed for the Pennsylvania State Col'ege. in 
charge of extension education schools 


mailing. And a new letter was written. 

Now we were ready to do business 
once more. And business we had to 
do. Our shoes were arriving in carload 
lots from the manufacturer, 3,000 pairs 
in all. It was sink or swim with the 
Don Kepler Hunting Shoe! 
ommended advertising budget was in 


Our rec 


the four figure bracket, small compared 
with big business expenditures, but it 
seemed like a lot to us at the time. 
We started in the August, 1947 issues 
of 7 hunting and fishing magazines. 
Then we sat back to wait for inquiries 
They were not long in coming. In a 
tew short weeks we had our hands full. 
They came in from every corner of the 
country. 
Answering Inquiries 

Kepler added 
a personal hand-written P. S. to 


letter I had 


vaseball 


W herever possible 


written. \ 


player before 


the 
protessional 


rt} 


he war, he I 


had traveled in all but a 
few of the 48 states. When, as often 
happened, an inquiry came in from a 
town where he had played baseball, or 
trom where he had a friend, all were 


sent his personal note. The orders flowed 


h 
n. By September they totaled 30 per 
cent of inquiries. Then I got a follow-up 
letter out and that brought in another 
5 Two of the magazines ran de 
scriptions of our shoes I had written 
for their New Products sections, and 
many orders came in from those. By 
the year’s end we had inquiries from as 
far away as China, Europe, and South 
America. Our boots were being worn 
n Alaska and Canada, as well as in 
Mexico and Cuba. We had orders from 
dealers that we could not fill, and re 
quests from these same dealers to get 
in touch with them as soon as we 
could fill their orders. All but 300 
pairs of boots, mostly odd sizes, were 


sold. Ot the 


magazines idvertised 


Continued on page 





in, only one had not shown a profit. 
And looking back now at those 1947 
records, I see that subsequent orders did 
bring our advertising out of the red for 
that particular publication. Our largest 
returns came in from Outdoor Life, 
Field and Stream, and Hunting and 
Fishing magazines. The others brought 
in small but st/ll profitable results. Our 
costs had exceeded our original estimate 
by $250.00, but that was well taken care 
ot by the nice profit shown 


1948 was the same story over again. 
Advertising in 8 magazines this time, 
we got orders not the in 


only from 


quiries, but from friends of our new 


customers. We arranged to take care 
of a few dealers and quickly had 75 
outlets, all secured from our magazine 
Next we tried larger ad 
(our 


advertising. 
vertisments, up to full columns 
original ads had been one inch). These 
larger advertisements proved profitable, 
proportion to the profits 
smaller 
one inch ads. 


but not in 
ads; so we 


Mark 


shown from our 
returned to our 


that, Mr. Srnall Bus nessman. 


Then in October, 1948, we prepared 
a direct mailing on other hunting items, 
using only the names of customers se 
magazine advertisi 


cured throug! : 
Prohtable? 


Orders totaled 8 per cent. 





For 
Lock At These Advantages 


photof 1 from your negative or 
d It ready for the pre 
yrain. 4.1L 


ynd runnir 


7. Big 


water for leve 


needed saving over havin 


lettershnop and lith 


is yrapher 


f the 


end for samp'« 


amp and pressure plate unit 


The NEW One Step 
Photo Offset Plate 


DAVIDSON and MULTILITH Users 


Cn y a fiv 


paque 


nger life up t 
pment not required 


7 


3 plates made outside 


uccessfully by large direct mail users 


€ 
ensitized offset olate is bein used 


new plate and 





HSeautiful 
Hal tones 


IItone. half 


minute exposure with one 6-2 
tencil. There is absolute'y nothing 
2. Use your regular press chemicals 
2 run, or more, easy to attain 

6. No great skill 
This new pre 


information about the new photoflood 





Send for FREE Sample Plates and Details 





harold m. 


Nome 


Compony 


Lo 


New nexpensiv > 
photoflood lamp 
nd pressur 
ame for expos 

plates. 


Address 
City 


Type of clamp 





Type of press you use 


R-1 
itman company 
1110 13th Street 
North Bergen, N. J. 


Title 


State 


Davidson Multilith 1209-1250 








You bet! Now we tuned a special 
mailing to those of our early 
who had not as yet purchased boots. 
We offered them a pair of factory ir 


regulars at a good 
\ money making 4'> per cent return 


nquiries 


price. Results? 


was chalked up. 


1949 repeated the results of the pre 
vious two years. Our dealer orders were 
so large that we had to cut down 
somewhat on our advertising for tear 
mail orders 


1949 too, we 


of being swamped with 
we could not fill. In 

started putting sales circulars int y every 
box of shoes mailed out, offering hunt 
ing coats, sox, caps and other items. 
Profitable 


them. 


returns were received trom 


Sometimes magazine advertising went 
back on us, but it was usually our 
I remember one magazine 


nth after 


own fault. 
that was proving profitable m« 
month, until I not‘ced it carried a spe 
cial back filled 
making it easy to clip and 
inquiry tor in 


page with coupons, 


send an 
advertised product 


Since this was a free service of course 


I asked that one be 
Then 


drawn up tor our 


company how the inquiries 


came in! Just as 


larger magazines whose rates were SIX 


many as from the 


times as much as this small fellow! We 
shortly found out though that mailing 
expense to these Inquiries exceeded the 
from sales of our shoes to this 
group. After that | 


for an inquiry, and stayed away 


pront 
never “pressed 
Irom 
set-ups that encouraged the very young 


and the idly cur:ous to v 


month come new in 


Nearly 


dications that magaz'ne adver 


every 
tising has 
Last October, tor 


I made a mailing of 


paid off for us. 


example, 1 double 
postal car 1; 


i a juest onnaire sent to 


bs | 
1202 names on our lists. I expected a 


10%-12 


' 
for information Dut not trying to sel 


return sinc we were asking 
1] 


anything. 375 replies, over 30°), came 
F 


in 
vho has a 


good product that he'd like to build 


The small busine ss nan 


1 bigger business on should not allow 
himself to be frightened away from 


magazine advertising by 
stories. An investigation o 


scare hyures 


ind scare f 
' , 
that medium will reveal some sur 


prising tacts 
Ask us, for example 
believers nh magazine 
in mexpensive way to 
le 1 1 ¢ lus 
sales, Quick and tar flung 


strong 


and as a means ol 


You 


mail ng lists? wots we 


' 
ire 
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Playing 


POST OFFICE 


By: Edward N. Mayer, Jr. 
DMAA Past President 


It's possible that by the trme you 
read this the House will have voted 
on H.R. 2945, the Bill to 
Postal Rates. What the outcome of 
that vote will be, we don’t know 


increase 


(although we can hope, can't we?) 

. . but we do feel much more opti 
miustic since reading the minority report 
that was prepared by and submitted to 
the House by Harold 
C. Hagen of Minnesota—and signed 


Representative 


(in addition) by Representatives Bur 
dick, Witherow, Gross 
Jenison. 


Corbett) and 


To us the report is one of the finest 


essays on what the Postal Service is, 


and is not, how it should be operated 
ind what rates should be charged, that 
we've ever read. It will be well worth 
your while to get a copy either from 
the Government Printing Office or the 
House Post Office & Civil Service Com 
mittee not only to read carefully 
but also to keep in your permanent 
files for future use. The Report is 
officially titled: “REPORT # 1452, 
PART 2, to accompany H.R. 2945, 
DATED JANUARY 3lst, 1950.” 

However, on the off-chance that 
you'd like to have some of the high 
lights of the Report, here are a few 

. and we dont believe they're being 
quoted out of context. 

The traditional r spon which all of 
1 Post Office 
on changec 
our whole 


services 


nagnitude 


carefully 


made 
the 


FEBRUARY 1950 


in Dy mMecreasin rates with 

tant effect on our whole econom 
increases in postal rates are voted 
witune orocedural recommendations 

will remove much of the in 

Department to improve the 
organization, modernize its 
equipment, and get maximum 

operation 

it is pointed out that on January 

plete new postal rate structure 
representing rate increases 

totalling more than $125,000,000 annual! 
In effect, the start toward reducing the de- 
het was begun by raising rates Now 1s 


mh ne to 


reduce 


Postmaster Gen 
changes were documented by 
wed through the Post Office 

ascertainment system This 

rtainment system has long been under 
rate-making It is agreed 

apportioned cost system, WW Is 

equate, but the fall: is in basing 
ortioned costs here 1s no other 

and, in tact, tew uf 

business rpris:s, which assess the same 
st against phases of their operation \ 
review of the tariffs for freight showing the 


commodities 


ifferent rates based upon th 


carried 18 a Cicar in 
hearings pointed 

ywwned his own 

same prin 

of his 

his soup bone 

as he charges for steak The 

would be that the soup bone 

rable cuts would be priced so 


vould buy them 


Witnesses 
icarings, that 
l tre 
attempt 
service, 


Stal deficit as a sub 
mails, it can be stated 
ronment subsidy which 
» with such a popular 


ntinued on page 28 





How Many DUDS 
Can You Afford ? 


Mailers are getting more and 

more finicky about the mail- 
ing lists they rent. Their budgets 
for selling promotions are 
tighter. They're looking for fatter 
returns from test mailings—doing 
more shopping around among 


a good thing. Our 

always seems to 

perk up when mailers put the 
pressure on. Probably because 
we offer them people, not mere 
names, in the lists we recommend 
makes us gluttons for work, to 
be sure. But we're happy enough 
ith the customer's payoff. How 


1? 


V n your business letter 
head for our descriptive folder 

ICH WILL YOU HAVE- 
NAMES OR PEOPLE? 


SPECIAL LIST BUREAU 
DIVISION of DICKIE-RAYMOND 
80 BROAD STREET. BOSTON 10 











DIRECT-MAIL COMBINE-VELOPES 
The 4-in-1 Direct-Moil Soles Package 
Include Outgoing Envelope, Sales 

Letter, Order Form, Return Envelope. 


Delivered Ready to Address. 


W rite 
THE SAWDON COMPANY, INC. 


484 Lexington Ave. New York 17, N.Y 








FREE REPRODUCTION RIGHTS 


...are included in your sub- 
scription to the Art Mart* 
Service. Send for details. 


ART MARI" p O. Box 212! Dallas | Texas” 





SAY HELLO eee toa good buy 


. let Porwmount High Visibility Stencils 
improve your letters . . . write for samples 
& free information . . 


PARAMOUNT 


Dup'icator Products 
1S Whitehall St., N. Y. 4 WN. Y. 








When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATICNAL 
BIRTH LISTS EXCLUSIVELY 
for the past fifty yeors. 
90 Fifth Ave., New York 11 
OR 5-3523 








magazines, 


veterans, 


sumular 


to ever 


labor, agn 


wganization 


vith CS prCe 


immum frat 


voiurne 


even greater 


This wil 


} 
md -clas and 
distnbuting 
wthods in u 

concentrated 


runent is tt tw « 


Some of the figures from the Cost 
Ascertainment Rep-:rt of the Post Office 
for the year ending June 30, 1949 are 
now available and they may amaze 
you as much as they did us. 


The Post Office carried over 43 and 
a half bi'lion pieces of mail weighing 
more than 1! billion pounds. It took in 
over a billion and a half dollars and 
spent more than two billion one hun- 
dred million with a net deficit of ap 
proximately five hundred and fifty mil- 
lion dollars. 


Just to give you a few more bia num- 
bers: The Post Office carried under first 
class, more than 19 bi'lien letters and 
sealed parcels, over 4 billion post and 
postal cards, almost a tillion pieces of 
air mail, about 7 billion cop‘es of pub!i- 
cations under the second class rate. 
almost a billion and a qu=rter packayes 
uncer fourth clas: rates ... and hold 
vour hats now: 9.384,328.295 pieces of 
third class mail that weighed 616,210.- 
957 pounds or an average of 1.05967 
ounces “er piece. 


You'll probably be interested to know 
that the average revenue per piece 
was 1.42694 cents, ond the revenue per 
pound just short of 22 cents. 


The figures intrigue us. for they prove. 
if any proof is necessary. that direct 
mail advertising is becoming a more 
potent force in the advertising picture 
everv day. 


ve heard some violent complaints 
some really amusing stories about 
Postal Service (or lack of tt) The 
we like best, however, came to us 
ollowing letter It you want t 
l 
Othce was involved, just drop us 


who wrote th letter, il \“ 


1¢ and ¥ y 1 to tell ve 


(harle \. Bethge, ¢ 
Board ot The Nationa 
Business Mail. Inc.. | 
on the good fight 
ice and equitable 
years. We had the 
his annual report to 
this organization several w 
part of it was so important t 


users that we re pass ng it alor 
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THAT DECEMBER 
COVER 


It sure surred up a imess of corres 
pondence. Pro and Con' irst time 


alone pulled 


in our experience, our cover 
nore letters than editorial matter 

Some of the kicks were funny, suc! 
is this from The Queen's Hospital 
P. O. Box 614. Llonolulu Hawa 

ear Henr 

On first glance at the December cover 
the Reporter, I thought I was looking at 
im imteresting pathological section of a sur 
gical specimen—and so remarked to m 
secretary 

She replied by suggesting that I take a 
Rorschach test (a test for intelligence 


neasures also the emotional clements of the 


which 


versonality; it msists of ser of ten 
nk blot designs, some black 1 some in 
lors: the patient is rect ook at tl 
irds and simply te I 

Not giving up th ly, ‘ 1 for 
wr Pathologist Here diagnosis: “A 
unted specimen of whi pneumonia alba 
with congenital yphil or 4 hydatidi 
form mole of false pregnancy suspended 


mn water 
Take 
Aloha 
(signed) Carl I. Flath 
Administrator 


But we received many letters praising 
the design and wanting to know more 
about the technique 

We called Arthur 
Press, New York . . . and asked him 
to explain it in more detail. (He, him 
self, received many letters containing 
Here’s the techni al dope: 


Dobbs of Pace 


houquets ). 
The original was paint rgely by air 
rhtly smaller tt ro Trans 
lor magenta 
imulate regular 
Addin luminosity was ot 


ated ravi f process whit 


rush, shi 


arent water co 


’ 


four-color 
seParatiois 


executed in 


1ampion for the 
inks, and Harris 


. none of us at THe Reporter 


forget our 1949 Christmas 


A QUESTION 


We use salesmen as well as Direct 
Mail to build sales, and now and then 
tind P.A.’s who refuse 
make an appointment 

These 
firms which also face tough 
lems, high 


' 
fellows sometimes work for 
sales prob 
pressure competitors ind 


stuff customer resistance 


FEBRUARY 1/950 


Its a temptation to lecture such 
buyers on the courtesy due even a ped 
dler, but we are curious to know what 
more experienced Sales Managers advise 
their men to do. 

Do you suppose some of your readers 
would give us the benefit of their ad 
vice 

\. E. Witiiams 
Greylock Ribbon & Carbon Company 

149 Broadway 

New York 6, N. Y. 
REPORTER'S NOTE: That's a good question. 
It was partially answered in the item on 
page 30. The Ediphone Company tackled the 
problem in a very unique way. But, we'd 
like to hear from our readers. 


CANDIDATE FOR 
WORST LETTER 
OF YEAR 


One of our reader-reporters sent us 
the following as her choice for the 
worst letter of the month. But we'll 
step it up to include the year 1949. It 
automatically typed personal 
letter on the good looking stationery ot 
We haven't 


was an 


t tamous paper merchant. 


the heart to reveal the name. Such a 
waste of direct mail! And it left such 
bad taste with recipient. 


Name 
Addres 
City 
Dear M Blank 
Distribution of the new 1950 BLANK 
PAPER COMPANY catalogue will begin on 
January 10)' That's a little over two weeks 
way Please be sure to look for it 
Incidentally you may have received a letter 
ast October announcing that the catalogue 
would be distributed at the end of November 
This letter was the work of the brass who 
ide behind the iron curtains. They made 
the salesmen and myself sign it. ' We've the 
scars and cis burns to prove it. This 
announcement, however, is entirely volun 
tary 
Notice the enclosure Someone up front 
wdered at least nine million of these printed 
1s is. Obviously they are of no earthly use 
to us. I must admit that it is a very at 
tractive label and | thought that while writing 
to you I might as well point out that we 
ire now manufacturing our own envelopes 
Be sure to make a note to look at our 
greatly xpanded envelope section in the 
new catalogue 
haven't received your catalogue 

vithin a few days after January 10, a phone 
all or card addressed to me will suffice. I'll 
ersonally sce to it that you will get your copy 
With every good wish for a Merry Christ 
1 Happy New Year, I am 


Cordially yours, 


mas an 


(signature of salesman) 





For Winning home 
BE AHEAD with RISING bs 


= 








paper for forms is 


Rising Bond 


¥ White and 5 colors 
V 4 weights 





WHEN YOU WANT TO KNOW.. 


For forms of clean appearance, sharp 
printing, and good wearability—Rising 
Bond is the paper to choose. Ask your 
printer if he does not agree that the best 


V 25% rag 

¥ Envelopes in six sizes 

V¥ Excellent printing surface for engraving, 
lithography, gravure or letterpress 


.GO TO AN EXPERT! 


#) Rising Papers 


ASK YOUR PRINTER. 


HE KNOWS PAPER! 


Mass 








We have | i 
s tailored to the product .. . 
; of con imer who e 
terested n pur ~h 


the mails 


| willa MADDERK, cc. 


LIST BROKER 
215 Fourth Ave. 
New York 3. N. Y. 

Oregon 7-4747 





To All MASS MAILERS 


350,000 veteran 


rmation phone or write 


CREATIVE MAILING 
SERVICE, INC. 


24 South Grove St. 
Freeport. L. L. Fr 9-2431 











“AFRAID OF OUR 
SALESMAN?” EDISON 
ASKS ITS PROSPECTS 


Instead of dodging the fact that cer 
tain prospects are difficult for the sales 
man to see, Thomas A. Edison Co. 
(P. O. Box 543, Orange, N. J.) comes 
squarely to grips with it in an unusual 
mailing piece carrying the headline, 
‘Are you afraid of our Salesman?” 
The mailing went to some 50,000 top- 
level business and professional people 
on December 9, 1949. 

Inside the piece, Eugene C. McCar 
thy, an Edison vice-president, is shown 
dictating into a new DISC Edison 
Voicewriter. His message, reproduced 
in typewriter facsimile, is a friendly, 
person-to-person chat on the general 
subject of how some business men seem 
to be afraid of salesmen—perhaps even 
of the Edison salesman. If this is the 
case, Mr. McCarthy says, “let me as 
sure you your fears are groundless 
and you are depriving yourself of some 
mighty good things.” 

He goes on to describe how the 
Edison salesman is specially trained and 
equipped to render valuable advice on 
“And 
finally,” says the message, “you need 
have no hesitancy in seeing him be 
cause Edison has seen him first. Edison 
picked him to represent Edison—and 
that’s a name we're pretty fussy about 
lending (wouldn't you be?)” A card 
is enclosed so that the prospect can ask 
1 salesman to call, but the main pur- 
pose of the piece is to create a climate 
in which the salesman will always be 


problems of office procedure. 


welcome 

The novel message was prepared 
vy Green-Brodie, Advertising Agency, 
Ne Ww York 


FOR SECRETARIES 


One of the best promotions of Jan 
uary was executed by The Mason Box 
Company of Attleboro Falls, Massachu 
setts. It sure made a hit in Tut 
A small box arrived 
from Hawaii. Inside a small, fresh 
orchid, excellently preserved with a 
moistened stem wrapping. This card 
was under the flower: 


Reporter office. 


messa 
Two days ago this lovely Orchid was grow 
ng on the sunny slopes of the Hawaiian 
Today, 5000 miles later, it is saying 
us, “Be sure your secretary gets this.” 
our way of sending greetings to the 

z heroines of American business 


Quick, sure delivery of this Orchid was 
nade possible by the United Airlines, the 
U. S. Air Mail and, of course the Mason 
Mailmaster-America’s safest and most eco 
nomical mailing container If your company 
is Not now using Mason Mailmasters, perhaps 
our secretary will be kind enough to send 
tor our catalog for you 

THE MASON BOX COMPANY 
ATTLEBORO FALLS, MASS, 
\ wonderful idea. And we hope 


it worked 


WHOOPS!!! 


What a boner we pulled in the Jan 
uary issue. We wrote an item about 
Wilferd Peterson's new book, “The Art 
of Getting Along” intending to make 
a special feature by running a full page 
reprint of the first chapter of the book. 


Later on we changed our minds and 
asked Wilferd to lend us art work for 
our cover, on which we ran his “Art 
of Getting Along.” Some place, be 
tween office and printer, the explana 
tory note got lost ... so here it is... 
with humble apologies to the author. 
Footnote The editorial essay was re 
rom the first page of Wilferd Peter 

book “The Art of Getting Along 

book, Wilferd has gathered 
written 


age 
articiecs and cssavs 
; 20 years us he edited 
innumberable house magazines for the clients 
The Jaqua Company, Grand Rapids, Mich 
igan ; book of inspiration, an odd 
morme 4 must for those who must 
ing by writing The intro 
ritten by Harry (Hig) Higdon 
fame 
copies bv writing 
Underwood Avenue, 
Michigan Price 


ent of it 


ABOUT C. O. D.’s 


Here's a good idea for those who 
ship goods by mail \ letter from 
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Whitt N. Shultz of Northmore’s Home 
Products, Highland Park, Illinois tells 
the story. 


Dear Henry: 

As you know, C. O. D.'s are headaches! 

Because I was brought up to believe that 
every person is honest until proven otherwise, 
we here at Northmore’s have been trying a 
new experiment regarding C. O. D.'s and the 
results have been splendid so far 

Instead of sending an order C. O. D. when 
a customer requesis this form of delivery, we 
send the products ordered at once to the cus 
tomer and then send him a friendly invoice 
stating on the invoice that we are shipping 
the products to him, pre-payine the charges 
thereby saving him time and money. We also 
explain to him that we are sending him this 
invoice to cover his order and ask that he remit 
at his first convenience 

This method has proven an outstanding 
success. Whereas before we were having 
many C. O. D 
people had a change of mind or were not 
there to accept the C.O.D. package, we are 
products returned and 


packages returned because 


no longer having our 
are receiving checks for our products almost 
by return mail On many of the invoices 
which we ask the customer to return with 
his remittance we have been getting praise 
tor handling orders in this manner 

I thought you and our many mail ordes 
tnends would be interested in this informa 
non for perhaps they can use it in their mai 
selling 

Thanks again tor the splendid job you are 
doing tor all of us in the fraternity and best 
wishes to vou and your son 

(siened) Whitt N. Schultz 
PS K 


nclude sales material on our other 


sending an invoice, we can also 
products 
and thereby inter our customers in buying 
something else from Northmore 


SUCH NERVE 


Stamp dealers around the country 
have been receiving letters like the 
following 


SPECIAL NOTICE AND WARNING 
Your attention is invited to the enclosed 
advertisements which you published in Linn’s 
Weekly Stamp News under date of October 
31, 1949, page twelve 
The design around these advertisements is 
copyrighted by me as an art design and 
registered under the ttle of PROJECTO 
MOUNT 
Use of this design is strictly forbidden 
unless specific permission in each instance 
has been given in writing by me. 
(s) Jnanita Halamuda 
4431 Green Street 
San Diego 7, California 


We've heard many silly claims for 
patents and copyrights in advertising 
. . . but this one beats them all. Linn 
replied, and rightly so: 


Please contact any printer and you will 
find that he has the same borders available 
for any ads This is not art work but a 
6-point shadow box rule with a 2-point rule. 
These rules are used in all newspapers and 
nagazines and our printer has them avail 
able in all widths 


It any Reporter readers receive 
threat like this . . . let us know 


HUMOR IN 
MAIL ORDER 


We liked the humorous and out-ot 
the-rut tone of a letter received from 
The House of Delmage, Inc., P. O. 
Box 2152, Tampa 1, Florida, during 
the pre-Christmas flood of gift appeals. 

All of you may get a chuckle out of it 
Hh, Colone 

This is goung to be short—and probab 
your 


But there's a couple-a things about this 


giving business—Christmas, that is——that 


wel 1 be si 


VERS SIN 


First, you can sit mght where you are on 
your—you know—and do a better job of 
pleasing your friends (if any) and big biz 
men than if you spent hours down town and 
all your vim, vigor and vitality trying to pick 
up a few gifts that nobody wants, at double 
their value. So if you have to give some 
presents (and who doesn't?) just relax and 
look over the enclosed sheet. You'll find 
what you want, whether for friends or enemies. 

You know it's best to deal with one who- 
like us—has been around for twenty-nine or 
more years Who, every one knows, is on 
the up and up—won't let you down—and 
who knows what it’s all about by hard 
experience 

And it’s just like picking your cigars right 
off cigarmakers’ tables when you get them 
in vacuum cans—factory fresh for months 

Each package is dressed up with ribbons, 
stickers and things. It's good looking and 
heart warming. 

Last but not least—you get the same direct- 
to-vou prices as always AND A_ SUR 
PRISE PRESENT THAT'LL TICKLE YOUR 
WHISKERS ON CHRISTMAS 

A high flying return envelope, built for 
speed, is enclosed and the handy form for 
convenience. Put ‘em together and leave it 
to me. I'll hop to it pronto. 

Be kind to vour tummy on Christmas 
Best wishes 

Foamiep Derr (signed) 


The signature was Fred Delmage’s 
way of stunting up the stunt letter by 
signing his name backward. Of course, 
enclosed were a circular, order form 
and return air mail envelope. Hope 
the humor worked. 


ANSWERING 
THE CRITICS 


We liked the following editorial 
which appeared in December issue of 


(Continued on page 32) 
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TOENGRA 


460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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How CARD-A-LETTER Letters 
Increase Mailing Results 


First mailing of Return-A-Card Letters Fa 
brought o return of 23%, far better than the 
seme letter did on o dinary letterheads Se-071 
mailing pulled 1,100 out of a total of 10,000 
mailed." National Photo Deoier ‘subs. com 
paign 

We rece ved 9.2 Returns so for show 
in orders from thot your Return-Vel 
the 25,000 pieces ope mailing, for our 
mailed ancer Fund Drive 

Angier’s has produced triple the 
Products Co resul’s thon in any 
Cuff-ettes Sales previous yeor.”” Amer 
Campaign con Cancer Society 
(Bellville Committee) 


Step Up Your Mail Results 
with RETURN-A-CARD Letters 


. A-Card Letters put a preaddressed 
cord of envelope ot your prosp2ct’s 


There's no chance of your card being mis- 
pleced, no lost orders becouse of lost cords! 


You con moke o Return-A-Card meoiling for 
os low as 1'> cents per set up to 3 cents per 
set. This includes ao two-color letter with the 
Return-A-Cerd printed and attached and o 
special window outside envelope to fit 

Write or Phone to see samp'es of these im 
proved mailing pieces 


Tested Sales Producers, Inc. 
Division of Globe Mail Agency 

148 West 23rd St. @ New York 11, N. Y. 
Phones: CHelsea 3-7390-1-2-3 

Complete Creative, Printing, Mailing, Address 

ing ond jist mein enance faci ities 








Productive Mailing Lists 


Commercial- Industrial. os 
OGnistecial-P P 
Ww 





ints and price: 


st Requirements 


Fred B. Forrest 
P. O. Box 54. GRAVETTE. ARKANSAS 








YOU DESERVE A MEDAL 
for clarifying a dozen basic errors in adver- 
tising. So writes a New York Direct Mail 
Advertising Consultant after reading De You 
Make These Costly Mistakes in Advertisine? 
Only few hundred of present edition left. First 
me, first served. Enclose ¢ (coin) to helt 
ever handline-malline costs 
Fy. B. Weller, 503 F St.. N. W 
— Washington 1. D.C. — 


WANTED!! WANTED!!\ 


MILLIONS OF 
VETERANS NAMES 


RUSH DETAILS 
Write: Bex * The Reporter. 
17 East 42nd St.. New York 17 








‘Viewpoint . the always good four 
page h.m. of Green-Brodie (advertis 
ing) 420 Avenue, New 
York 17. 

One of the most useful stories we know 
s the one about Johnny, fresh from hig! 
xhool, who got his first job at Macy's. 
They put him in the Returns Department 
That might his father asked him how he liked 
t It's a nice place to work,” said Johnny 
But I don’t see how they can survive. Pop 
ill the customers do is return things all da 
ye’ We find ourselves telling that stor 
to characterize the viewpoint of those critics 
“# direct mail advertising who fondly cit 
themselves to prove that people never read 
direct mail, they throw it into the pdasket 
(Incidentally, why is direct mail the only 
kind of advertising criticized for ending uy 
in the wastebasket? Isn't that where the 
laily paper ends up, too?) Anyway, while 
we are producing 4 7 12%, ete. leads 


Madison 


for chents of ours, it’s pretty hard to con 
vince us that people aren't reading and re 
sponding to well-planned mailings Direct 
l, we pot out, like anv other form 
tising, pays off on its averages 
man's opinion is not a Roper poll 
worm's view of the world—lk« 
likely to be very different from 
Over half a billion dollars is 
this year on direct advertising 
sighted business men who have 
earned that, to paraphrase the tagline of that 
ld aml unprintable joke, “vou get a lot of 
»s, but you get a lot of loving, too!” 
Incidentally, those who know our direct 
mail work think Green-Brodie specializes in 
that field. We don't. Those who know the 
ib we do for publishers think we specialize 
in books We don't—any more than we 
specialize in any of eight other fields in which 
we seem to be doing jobs that command 
tention 
It’s good to have another advertising 
avency talking that way about direct 
mail, even though this reporter thinks 
the estimate on total direct mail volume 
should read “over a billion” instead of 
“over half a billion.” 


MARKETING 
OPPORTUNITIES 
IN 1950 


J. Walter Thompson Company, 420 
Lexington Avenue, New York 17, N.Y. 
has just published an interesting 6” x 
9” 36 page booklet titled as our head 

g. It’s available to selling executives 
without charg The booklet includes 

n examination of population trends 


purchasing power, savings, consumer 
debt, employment, and other factors 
concerning people and their ability and 
nclination to buy goods and services. 
Wr te to Harold A. Wilt for your copy. 

The J. Walter Thompson studies 
of marketing potentials for 1950 in 
dicate that this vear can he the best vet. 


American business aggressively seizes 
ts opportunity. 

This conclusion is based upon tacts 
such as these: 

In 1950, after correcnon for higher taxes 

ind higher prices, REAL PURCHASING 

9OWER can be $121.2 Billion, or 6% over 

949! 

In addition the people have 

SAVINGS of $175 Billion 

CONSUMER DEBT IS LOW in relation to 

ncome (only 39°.) and in relation to sav 


“LIQUID” 


ngs (only 35 


$3,000 a \eca 


Of particular interest to advertisers 
are the following additional points 
+) sf all U. S. families are NEW families 
since 1940 
4,000,000 people have moved trom rura 
cities since 1940 
1941 te 1949 near 18,000,000 
tarmhes have noved up to the ‘over 
$3,000 me groups 
The “< housand” or advertusing ha 
rt to other things 


Could YOU meet these requirements? 


You know there would be no colleges in exist- 
ence if they advertised like this. How could « Uni 
versity be run if equipment, faculty, libraries, and 
other vital features were not ready and waiting for, 
each year's students? 

Like a great corporation with 

| have poured money into 
must meet inflatic 


Reproduced above . . . illustration 
and part of copy which was printed 
on right half of a monarch size letter- 
head of The University of Buffalo 
Alumni Fund, Buffalo 14. New York. 
Left side of sheet. divided by rule, 
was used for “A personal letter from 
your class agent.” Makes a good 
pitch. 


CORRESPONDENCE 
IMPROVEMENT 


If you are interested in trends, status 


ind technique of Correspondence Im 
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provement .. . write to Bureau ot Bus: 
ness Research, College of Business Ad 
ministration, The University of Texas, 
Austin, Texas and ask for Business 
Leaflet # 3, written by Raymond V. 
Lesikar (now with Texas Christian 
University). Makes interesting and in 
structive reading. Based on a survey 
of 310 companies what they are 
doing .. . why . and what they are 
planning. 

We received our copy along with 
the always good monthly bulletin of 
the American Business Writing Asso 
ciation, 304 David Kinley Hall, Urbana, 
Illinois. And we can’t resist quoting 
from a quote in the bulletin. Follow 
ing item appeared originally in Amer 
scan Busines: 

Correspondence departments are at 4 low 
evel of efhicien We have recently been 
wivileged to read the dai mail of a retail 

aler. The letters he receives from nationally 
nown companies, from distributors of these 


from wholesalers ami service com 
vamies, are unbelievably bad 


Butchered gram 
mar is only one of th 


itlenses Simple 
" 


questions go unanswere long, rambling an 


MNLPAnies, 


wers to simple queries are common Man 
4 the letter writers are congenital windbags 
vho use 200 words to say what could b 
better said in 40) words After all that has 


wen said and written about good letters, w 


we trankly dumbtounded to read the daily 
mail received by a retail dealer. His opinion ot 
many manufacturers is at ocean-bottom level 
simply because of the silly letters he receives 

This reporter can vouch for the truth- 
fulness of that report. We've been 
travelling all over the country, making 
talks about how to write better letters. 
For every appearance, we gather speci 
mens from members of the audience. 
Only in rare instances do we find a 
really good letter. Maybe Carl Ander- 
son, Cy Frailey and all of us should 
keep our mouths shut. We've won a 
few converts, it’s true . . . but business 
seems to prosper in spite of bad letters 


“ELECTRICAL SALES- 
MAN” PROVIDES 
SHOT IN THE ARM 
FOR DIRECT MAIL 


Startling increases in the volume ot 
direct mail over a two-year period are 
attributed by The Penn Mutual Lite 


Insurance Company of Philadelphia to 
their use of an “electrical salesman’ 
based on an idea suggested by Karl L 
Gauck, Director of Research tor Geare 
Marston, Inc., the company’s advertis 
ing agency, and developed by Penn 
Mutual officials. 

The device was nicknamed “electrical 
salesman” because of its use of electric 
lighting to present pertinent figures. 
First put into use early in 1948, it has 
proven so popular and so effective that 
two others have been constructed and 
are now “on tour” throughout the 
country. 

The “electrical salesman” is a box 
about 4 inches deep and approximately 
three feet wide by four feet long which 
frames achart. The chart is printed on 
a sheet of clear plastic which is overlaid 
with another sheet of translucent plastic 
material. The figures do not appear 
until lights behind them are turned on 
by means of the 11 selective switches on 
the back of the frame, which stands on 
in easel when in use. 

As the story is unfolded the speaker 
flicks the proper switch and the desired 
set of illustrative figures appears on the 
hoard. This animated-by-light ce 
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JUST HOW COSTLY 


IS DIRECT MAIL WHEN DISGUISED? — 





The circular or folder mailed in a penny-saver envelope aims for the re- 
ception and respect accorded first class mail. But. . . how often does it get it? 
The cost of this type of mailing must include 
Envelopes—estimated $3.50 per M. 


Inserting 


1.50 per M. 


Hand sealing 2.25 per M. 


The self-mailer is a straightforward advertisement— 


YOU CAN AVOID 
THIS NEEDLESS 
EXPENSE 


and doesn’t masquerade as anything else. The self- 
mailer can carry advertising on the outside too, if 
desired. It entails no added outlay for envelopes and 


printing, inserting, tucking flaps, etc. 
Sealing of self-mailers can be done by SEAL-O-MATIC, which does the 
work of fifteen or more manual sealers—and does it faster, better —and 


naturally at much lower cost. 

SEAL-O-MATIC cuts seals from a continuous tape and 
affixes them over the edge or within 2” of the edge of catalogs. 
broadsides, booklets, circulars, etc.—at wp to 15,000 per hour 
Costs come down. Mailing schedules are more easily met and— 
nobody is bidded! 

SEAL-O-MATIC Service is available through printers, bind 
ers and letter shops outside of Metropolitan New York. We'll! 
gladly put you in touch with the one nearest you. In Metro 
politan New York, SEAL-O-MATIC Service is had from 
AUTOMATIC SEALING SERVICE, 225 Varick Sereet, New 
York 14. Write us for complete information 


Sea/- 0O-HMalrc MACHINE MANUFACTURING COMPANY, INC. 


SOUTH HACKENSACK, NEW JERSEY 


Portable. 45° high. 
600 lbs. Takes 6 x 
2 of floor space. 


Chestnut at South Main Street 


AUTOMATIC SEALING SERVICE, Inc., 225 Varick Street, New York 14, N. Y. 
Exclusive Users and Operators of the SEAL-O-MATIC Sealing Machine in the Metropolitan New York Area 
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nonstration has been teatured at var 
ious agency meetings and joint meet 
ings of several agencies. Some general 
agents feature the board at their re 
gular weekly meetings. 
The “electrical salesman” works only 
within the company and has not been 
shown to outside groups. Penn Mutual 
feels that it has put a great deal of time 
and energy into building up its Direct 
Mail Division and doesn’t care to have 
some of its figures become common 
knowledge outside its own organization. 
The real story about the “electrical 
salesman”, however, is in the results 
it has brought about 
Dur:ng 1948, when the boards first 
were shown, the use of direct mail in 
creased 35 per cent over 1947. In 1948 
the replies and inquiries requesting 
further information received by Penn Penn Mutual creates most of its own di- 
Mutual exceeded 1947 figures by 10,000. rect mail letters, and develops most of 
Before the end of 1949, it appeared that its own ideas and selling messages. 
the company would have another 20 per Agents pay about 40 pe t of the 
cent increase in the use of direct mail direct mail cx The y hand 
over 1948—a total increase of approxi les all mechani on, address 
mately 62 per cent in the last two years ing, mailing, and su etails. 
Company studies made in the last According to the .ompany’s own 
two years will give average results on inalysis, illustrated on the board, every 
nearly a million pieces of direct mail. dollar the agent invests in d-rect mail 





FOR MAILINGS 


To butcher, baker, candle- 
stick maker. doctor, 
lawyer, merchant, chief 


we offer lists beyond belief 


Industrial List Bureau 
45 ASTOR PLACE GRamercy 5-3350 NEW YORK 3,N. Y. 

















| Rainbows in our Pressroom! 


For Beauty, Economy, Speed-printing 
on . + nothing can hold a candle to 


ushosroPh*". {COLOR LITHOGRAPHY 


nv 
LETTER $ 245 (or Black and White, for that matter!) 


Only Next time there's a folder, broadside, circular, catalog 
or what-not to be printed, find out how LITHOGRAPHY 
pick In* can save time and money for you. No matter how large 

per oo wave” or small the job may be—or how many colors 
te PEERLESS is equipped to do the job the way it 
SHOULD be done. Please write or phone “next time”. 


* S comelete 
neaweey Q PEERLESS LITHOGRAPHING CO. 


4305 W. DIVERSEY AVENUE Dept. 42 CHICAGO 39, ILLINOIS 





brings him $25 in commissions At 
the same ratio a $100 investment pro- 
duces first-year commissions of $2,500. 
In the 1948 study, based on 434,000 
pieces of direct mail, it was found that 
for an investment of $8,660 (agents’ 
share of the costs) they received total 
commissions of approximately $216,000. 

The main objective of the “electrical 
salesman” is to stimulate the use of 
direct mail and to increase opportunities 
Lo present the life insurance story under 
tavorable conditions. 

Figures used on the boards include 
only the so-called direct prospect reply 
seeking type of letters and do not in 
clude letters of the prest'ge type, of 
which the company uses several hun 
dred thousand each year. The charts 
are brought up to date as new figures 
become ava:lable, and use of the boards 
will be a continuing process. 

In the last month, something new 
has been added. Film strips of the 
charts have been made and are used in 
training division schools all over the 
country. This method was adopted 
because it was impossible to move the 
boards rapidly enough to maintain a 
schedule that would include the schools. 

So far as Penn Mutual is concerned, 
its “electrical salesman” is here to stay. 


HOW’S THIS FOR 
A GREETING CARD? 


Original was 4” x 6” and was mailed 
by Carl Norgren to his friends among 
the nation’s Hereford breeders. W. F. 





PCR MEL MSmAN 7TH 


PINEHURST HEREFORD FARM 


DPOF Se Sheridan Blvd Denver, @ 4, Colerede 











Stalder, Advertising Manager of C. A. 
Norgren Co., 222 Santa Fe Drive. 
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Denver 9, Colorado who sent the card 
to us thinks it’s an interesting demon- 
stration of an unusual use of direct 
mail. Cleverly done. 


A DISGRACEFUL 
SITUATION 


Read this report carefully: 


December 9, 1949 
4110 Hubbard Place 
Brooklyn 10, N. Y 

Henry Hoke 

The Reporter of Direct Mail Advertising 

17 East 42nd Street 

New York 17, N. Y. 

Some time ago Mr. Hoke in your “Reporter 
of Direct Mail Advertising” you suggested to 
your readers interested in “Mail Order,” to 
write to the United States Dep't. of Commerce 
for their. booklet .entitled “Establ:shing and 
Operating a Mail-Order Business The 
price of this booklet was 25¢ I sent for 
this booklet and it was very helptul to me 
especially as I am starting from scratch 

Then someone suggested | read a book 
published by the Arco Publishing Co. Inc 
utled “How to Win Success in the Mail 
Order Business I 
Library and borrowed this book . . . I 
should say booklet because cover is made of 


went to the Public 


same texture as thin bristol board 

To my amazement | found this book 
put out by Arco Publishing Co. was 
exact duplicate of the booklet put out by 
U. S. Chamber of Commerce, 
Dept. of Commerce charged only 25¢, 
Arco people charged TWO DOLLARS 

I rubbed my eves, got out my booklet 
from the Dep't of Commerce and checked 


Yes it was the same, comma 


whereas 


page for page 
for comma, page number tor page number, 
illustration for illustration Evidently the 
Arco people had photo offset the pages 
or whatever the mechanical means used and 
had enlarged their booklet to 8')” x 11” and 
had the nerve to charge TWO DOLLARS 
for this job of lifting 

Mr. Hoke, what I want to know 1s, 
something be done to stop this sort of un 
ethical business?" 

Come to think of it, don't you and I pay 
taxes so the U. S. Dep't of Commerce can 
furnish this sort of information for a nominal 


‘Can't 


sum to its citizens? 
If the Arco people want to appease me 
to some extent, they can turn over their 
net profits to Walter Winchell for the “Damon 
Runyon Cancer Fund 
My best wishes to vou and your force for 
» Merry Xmas 
(signed) Jerome Adler 
Reporter's Note This IS a dis 
graceful situation. When we received 
above report, we immediately secured 
copies of both books. Sure enough. 
the Arco Book, at $2.00, had been offset 
(and slightly enlarged) from the orig 
inal pages of the Department of Com 
merce book, at 25¢. There was one 
glaring omission. The Arco book left 
out the fly leaf which credited author 
Nelson Miller and 


of the Department of Com 


ship to Joseph 


Rhoads 


Continued on page 36) 
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CLASSIFIED ADVERTISING 





Rates: $1.00 per line—minimum space 
per line 


Situation Wanted Ads— Sc 


3 lines. Help and 


minimum space 4 lines 








ADDRESSING 


48-01 Forty-S 


Long Island ¢ 





ADVERTISING AGENCIES 


SELL YOUR PRODUCT WITH pulling 
mail order, agent ads 
We show you how 
Martin Advertising Agency 
(SP East 40th Street New York !6.N Y 





BIG “$1” BARGAIN TO INTRODUCE 


my ready-to-use art service. Reg. $7.50 
value. Hundreds of smart spot draw 
ings by top artists ready to clip for 
offset paste-up or line cuts. Excellent 
for direct mail. Many subjects, cata 
logued, easy to find. No extra repro 
duction fees. Guaranteed to please 
This value for limited time. Send $1 or 
purcha-e order today. Harry Volk, Jr 
Box 207, Atlantic City 2, N. I 





FOR SALE 


Vari-Typer in good condition. Reason 
able. Dutchmaid Hosiery Co., Ephrata 


Penna 


these classified advertising 
You'd be_ pleasantly suprised 
if y knew how Many people tu: 
to this page each month for 
new and used equipment 
personnel, copy writers, source 
ply, bargain 





HELP WANTED 


FEMALE—Sales Correspondent. Sma 
gal who can pose her own mail 
Write breezy, friendly letters. Letter 
thet sell for mail order apparel house 
Good s Opportunity for advance- 
ment l, The Reporter, 17 E 
42nd St., New York 17, N. Y 


HOUSE ORGANS 


1M - - 2 Color House Organs Only $40! 
Your ad on front cover. (Free layout 
and copy service.) Self mailer. Features 
Dale Carnegie, prominent cartoonists 
cheese cake puzzles, philosophy 
A powerful good will builder that holds 
customers & brings new business 
Request sample cn letterhead 

THE CRIER ADY=RTISING SERVICE 
1836 Euclid Ave Cleveland 15, Ohic 





LIST OWNERS 


If you've ever toyed with the idea of 
renting your mailing lists to non-com 
peting direct mail users to help defray 
ome of your promotion expense, don't 
hesitate another moment. Write us at 
The Reporter or to any recognized list 
broker for details of how you can 
safely y reap extra dollars 
from your precious list of customers 
and prospects 





MAILING CONTAINERS 


Box service for the 
Mail Order trade. Free Catalog. Cor- 
rugated Paper Products, Inc. 627A 
Brooklyn Ave., Brooklyn 3, N. Y 


Complete Mailin 





MULTIGRAPHING SUPPLIES 


RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addresso 
graph machines. We specialize in the 
re-manufacturing of used ribbons. Chi 
cago Ink Ribbon Co., 19 S. Wells St 
Chicago, Ill 





STENCILS 


Quality Letters from NEW Stencils 
“Plastic-coated” PROCEL stencils make 
copies so Stygian Black they seem to be 
almost printed. PROCEL works with 
any ink, gives maximum legibility, mini- 
mum cut outs and type clogging. Let 
PROCEL improve your letters! Write to 
Remington Rand, Duplicator Supplies 
Division, Bridgeport 1, Conn., Dept. R 
for free information 





SKETCHES, DUMMIES, DRAWINGS 
from my home 


Direct te your desk by moil 


RAYMOND LUFKIN | Sry Nel eeses 





alphabetized or arranged 
in geographical order, I have the 
facilities, including a skilled, ex 
perienced staff to perform this 
and efficiently. 


work, accurately 


Agency executives ac vertis 
ing managers, get in touch with 
me... you will find my spe 


cialized services can solve your 


TOOVTOTOSOOU ONO TOT THN HHO 
If You have an 
or 


Rent or Sell Lists 
EDGAR M. HENRY 


25 W. 45th St.. New York 19. N. Y. 
LUxemburg 2-4227 


Pay AKE BIG MONEY! 
000 4-color &%x11 
erhe e bond at unhe -rd-of 
_ of $45—20.000 o 10.000 only $16 
FOR Washington lov you substantial 
markup! Your own or « omers letterheads 
one two three w four colors—at these 
exceptionally lew trade prices! Backed by 
juarter century top quality and workmanship 
Write or wire today for complete details 
and run-of-mill samples 


GUTHRIE LITHOGRAPH COMPANY 
Dept. R-1 


list fling problems 
e 
7 
: I Do Not 
: 7 
\ 


0 First N. W Washington 1, D. C 


EXCLUSIVELY Ours... 
for QUISTANDING Results 
MAILING LISTS 


for Discriminating Mailers 
Need « Select List? Want 
To Keat Your Own List? oo 


The Wise mailer is turning to 
orld Wide 


WORLD WIDE List Co. 


LIST BROXERS 


~. 47 W. 53th St.. N. Y. C. PL. 7-3359 j 


————i 











Apo SCRIBE creates and pro- 
duces better - than - average 
sales promotion and advertising 
material at costs well within the 
smaller firm’s budget. Ask for 
details...on your letterhead. 


AD SCRIBE-Box 254-N. Canton, 0. 


merce. An INCONSpicuoUs note ap 
pearing at rear of Arco book indicated 
that material was “based” on research 
by Department of Commerce. The 
Arco book bears a “Copyright 1949” 
notice. 

We have checked with the Depart- 
ment of Commerce. Nothing produced 
by the Government is copyrighted. It 
is public property. But there are strict 
rules concerning republication for sale. 
Permission must be granted and is 
usually granted, provided full credit is 


given to authors, collaborators and the 


Department. The Department’s name 


must not De uscd, 
motion, prestige or tie-in purposes, etc. 

The Reporter believes the Arco book 
violates all the rules. It is being offered 
to libraries and others as a profound 
and copyrighted work worth the sale 
price of $2.00, when in reality it isa 
direct reproduction of a 25¢ Govern 


however, lor pro 


ment pamphlet. 

We think the Book Publishers Asso 
Federal Trade Com- 
mission should do something about this 
kind of plain ordinary deception. The 
mail order field has enough headaches 

without having to accept this one. 


ciation and the 





(This is serious . . . 


press Printing Plate needs . . . When . . . 


7 


THANK YOU!!! 


Kindly mad completed torm To 





THE LAWRENCE ELECTROTYPE Co. 


1461 SUPERIOR AVENUE + CLEVELAND 14, OHIO + MAIN 0632 
“Te the fore since ninety-four™ 


Bill Stock’s Check-Up on Himself as a Salesman, P-O-L-L 
Please give sincere answers to the following pertinent questions) 
We do NOT give D. W. (Bill) Stock of The Lawrence Electrotype Co. cny of my/our 


Electrotype, Wax Engraving, Rubber Plate, Stereotype, News ian, aaa 
Art, Retouching, Drawing or Typ ses 


Date 





We MAY call on D. W. (Bill) Stock of The Lawrence Electrotype Co. for my/our letter- 


I/We WILL do business with D. W. (Bill) Stock, The Lawrence Electrotype Co... . if 


ELECTROTYPES + WAX ENGRAVINGS + PHOTO ENGRAVINGS + RUBBER PLATES + MATS AND STEREOS 








Bill Stock has been having a lot of fun with his personal check-up POLL 
out in Cleveland. He even made the newspaper columns with it. When we 
checked up with Bill he replied: “The poll has brought me many answers. 


some serious. some humorous and some straight-from-the-shoulder. 


It has 


given me good idecs, but most of all it has given me more business.” 


We pass it along for possible adaptations. 


on our salesmanship. 


It's about time we all check-up 


THE REPORTER OF DIRECT MAIL ADVERTISING 








DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE. $10.00 PER YEAR 





ADDRESSING — TRADE MAILING LISTS 


68-12 Roosevelt Ave 


Advertisers Mailing Service, Inc 915 Rroadway, New York 10 
Hoat & Equipment News 4 East 41st St.. New York 17, 
ADDRESSING MACHINES Bookbuyers Lists, Inc 163 Broadway, New York 13 
18 South 4th Minneapolis Boyd's City Dispatch, Inc 2 wast 23rd St 
George R. Bryant Co ' 95 Madison Ave 
ADVERTISING ART Creative Mailing Service, Inc 4 South Grove St 

> D-R Special Bureau 80 Broad St Boston 10, 
The Art Mar P. © & ! . . . ; > * 
Resend tat , - tom Ave. Tenat . Direct Mail Promotions 10 East 43rd St., New York 17, 
Dunhill List Company 565 Fifth Ave., New York 17, 
1 , , Faultiess Organization 439 Michigan Ave., Chicago 
AUTOMATIC INSERTING Fisher-Stevens Service, In¢ 45 Hudson St., New York 14, N. ¥ 
Fred B. Forrest Pr. O. Box & Gravette, Arkansas 
Guild Company 6 Ninth . Ne /~ J 
AUTOMATIC TYPEWRITERS tet ef Ba a ee a : 
( 61 N, Carpenter ‘ ‘ I Willa Maddern 215 Fourth Ne York 3, N. ¥ 

ij. R. Monty's Turf Fan Lists Fast 16th 8 New York 17, 

ALTOMATIC TYPEWRITING Mosely Selective List Service 18 Newbury St., Boston 16 

- - . - 11 Stone & ' Names Unlimited, Inc ® Fourth Avenue, New York 106, 
New Outlet Surveys } Union Square, New York 3, N.Y 
BOOKS one il Catholic Directory 12 Barclay St. New York 8, N. ¥ 
W. 8S. Ponton, Inc ' of the Americas ~w York 11, N. ¥ 
Wm. F. Ruper 90 Fifth Ave »w York 11, N. ¥ 
James E. True Associates 47-230 33rd St.. Long Is. City 1, N. ¥ 
World Wide List Company 47 Weat 56th Street. New York 19, N. ¥ 
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Asso... In " ( rd St 
lv ter 
s 


Giraphic Books, In “i sS 
M aw-Hill Book ¢ ' ‘ es a St 
Weller N.W 


COMPOSING MACHINES 
atieeines MATCHED STATIONERY 
at ; oration. 19th & Campbell Sts.. Kansas City 8. Mé 
COPYWRITER (Free I . 
6 We MESSENGER SERVICE 
60 East 42nd St.. New York 17, N.Y 
DIRECT MAIL AGENCIES . : 
No. < ” METERED MAIL EQUIPMENT 
New York 17 "it howe Stamford, Conn 
Bivd., Chicage 
madway, New York 19, N MIMEOGRAPHING 
oad Street, Boston 10 etter Se 154 Nassau St New York 7. N. ¥ 


Milwaukee 2 


< 
= 


Mit =o 


Adver ' ‘ " Chicago 
Mailograph Co ’ ' ter 8 . w York 4 
Paul Muchnick ' ) 

Reply-O Products ¢ 
Paul Smallen Adver 
Tested Sales Produ 
Philly Wallach Compar 


MULTIGRAPHING 
00 Webster Ave New York 58, N. ¥ 
OFFSET PRINTING 


Advertisers Service the Corp 161 West Harrison St Chicago 6, Il! 
Rachman Reproduction Service 250 KE. 43rd.. New York 17, N. ¥ 


LZLZA“L42272° 


DIRECT MAIL TRAINING COURSE PAPER MANUFACTURERS 
17 East 42nd 8 New rk 1 The Champion Paper & Fibre Company Hamilton, Ohi 
: Hammermill Paper Company Erie, Pennaylvan'a 
ENGRAV ERKS—Steel and Copper Plate rnational Paper Company ® East 42nd St New York 17, N. ¥ 
« Cor r 4 West lst 8 New Yor ‘ t ‘aper Company Housatonic Massachusetts 
60 Wes ith Ss 
. PHOTO RETOUCHING AND ART 
ENVELOPES ur 06 Walnut St Elmira, N.Y 


Tae A ge sale Ae shee : sees, PLATES & STENCILS 
Atlanta Envelom mi st f ) : ara tor Products 15 Whitehall St.. New York 4, N. Y 
Atomic Envelope mpa ( ‘ 17th § \ Company 1116-13th St North Bergen, N. J 
Cupples-Hesse ¢ " y Blv« ~“ ‘ ' t ’ Main St Bridgeport 1, Conn 
Samuel (Cupples E ’ " I ~_ 
Curtis 1000, In 9 vite a6 rosTCARDS 
Envelope ¢ 1 t well St *hicage ' < t rd Company 227 Fifth Ave... New York 10, N. ¥ 
ts Envel 


*rodu r ‘ ar . Minneapolis i PRINTERS & LITHOGRAPHERS 
Baaeng ane jing Advertisers e Litho Corp. .i61 West Harrison St., Chicago TT 
Brooklyn Press Adame St Brooklyn 1, New York 
College Press South Lancaster, Mass 
The House of Dyal Place. New York 3, N. ¥ 
thre Lithograph Company 11 First St... N.W.. Washington. 1, D. C 
Paradise Printers and Publishers Paradise, Pa 

. . * 
ENVELOPE SPECIALTIE Peerless Lithographing Co ‘5 Diversey Ave. Chicago 29, I 
ttecher-Traune Lith Corp ‘ ~dman St Rochester 7, N. ¥ 
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Ir i580 Lexington Ave 
igth & Campbell St« 
PRINTING BHQUIPMENT 

mpan ) at Tlet St Cleveland 6, Ohi 

npany Federal at Sth. Chicago. Mm 


HAND COLORING 
We sith 8 


INKS QUANTITY PHOTOGRAPHS 
oF t « j ) rt 1¢ Weet 46th St New 
LABEL PASTERS SEALING & MAILING MACHINES 


87-28 


Mfz, Company South Hackensack, New Jerse 


LETTER GADGETS STENCIL CUTTING & ADDRESSING 
West J 1 ' ‘ 


Addressing Ser leekman St Ne 
MALL ADVERTISING SERVICES (Lettershops) TRADE ASSOCIATIONS 


Mailing Se ir wk it Si irect Mail Advertising Assr 17 East 42nd St New York 17, N. ¥ 
ork 1 Mail Advertising Rer 186 Fairfield Ave Detroit °1 
ork 10 

+ ac TYERS 
wk 4 : Pp ‘ 7601 Vinee 
rent 1. Ont 
Wells St.. Chicago 6 TYPE FACES 
Arch St Philadelphia 7 . . 


Sales Cort 
MAILING LIsT MAINTENANCE TYPEWRITERS 
Weet 45th 8 Ne ’ , Kemineton RK 15 Fourth Avenue, New York 10. N. Y 
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SHORT NOTES 
DEPARTMENT 


( tinued from page 


Mexico, Brazil. Uruguay and the United 
States. plans to affiliate with the Inter 
national Union. Well ... we are really 
making strides at getting together. 


@ BETTER BUSINESS BUREAUS are 
warning vets to beware of fake schemes 
which will attempt tc reliove them of 
their G. L dividend money. 

Good idea. There are still a lot of 
phoneys trying to get people into 
dubious mail order schemes. 


@ A NEW GATHERING MACHINE is 
on the market. Haven't seen it work. 
but there's a good descriptive folder 
available from Evans Specialty Com- 


pany. Inc., 407 North Munford Street. 
Richmond 20, Virginia. Will collate up 
to seven sheets handling widths of pa 
per from five to eleven inches. 


@ SLOPPY THINKING ... is the only 
description for a 4-column, 14” adver 
tisement which ran recently in The 
Kansas City Star. The old Arthur Bris 
bane argument. Printed at top of ad 
was a reproduction of a postal card. 
Then this copy 

The space above is the size of a standard 
post card. An cd this s'ze mailed out as a 
post card would cost $10 a thousand for 
postage alone. It would have to be prinied 
and addressed—a further expense. 

Inserted in The Star this same ad would 
cost at the rate of I7c a thousand instead of 
$10 a thousand. The 7c covers everything 


omposition. printing. cuts end delivery to 
the subscriber's home. The Star does it all. 
No red tape—no prob'ems of distribution. 


i) 


to a big new plant at 44 Honeck Street. 
Englewood. New Jersey—where all 





In no other fie'd of advertising is it p 
for the advertiser to deliver so many copies 
of his message at so small a cost 

Why compare two entirely dillerent 
forms of advertising? The fellow usin7 
postal cards wouldn't want to reac’ 
the entire circulation of The Kansas 
City Star. He would use the pos‘al 
cards to reach a selective group of pros- 
pects. And his message would not be 
surrounded and submerged with news 
and other advertisements. 


@ SORRY TO REPORT THIS ... the 
famous Robert Collier. pioneer in sell- 
ing by mail, passed away at Tarry- 
town Hospital on January Sth. All who 
profited by his teaching could memo- 
rialize him by sending a contribution 
te the Damon Runyon Cancer Fund. 


@ THOSE OLD ADVERTISEMENTS in 
the first January issue of Life Magazine 
were supplied by the Warshaw Col- 
lection of Business Americana, 752 
West End Avenue. New York 25. N. Y. 


@ SIDNEY HARLEY who did such a 
good job of selling clocks by mail out 
im Kansas City .. . sold the business 
and is now embarked on other mail 
order projects under the name of Gilt 
Crafters at Blue Springs. Missouri. 
One of his items is intriguing. Plastic 
markers for flower and vegetable seeds 
in the garden. In full colors. Can't 
be injured by sun or rain. 


@ THE FLEXICORE CO., Inc., of 1932 
East Monument Avenue, Dayton 1. 
Ohio used clever technique to get 
licensees interested in promotional 
material which they must pay for later 
on. Before printing final piece. the 
sales department mailed rough offset 
layout and copy to all licensees and 
asked for suggested changes. That 
made each one part of the effort. 


@ NEWS OF EXPANSION is reaching 
us from around the map. The Atlanta 
(Ga.) Paper Company opened its new 
million and a half dollar super-modern 
plant on January 3ist. Wish we could 
have been present for the ceremonies. 
The W. S. Ponton Company (compilers 
of mailing lists since 1885) have moved 


piling and direct mai! production 
facilities will be under one roof. The 
New York Sales Office will remain at 
635 Avenue of the Americas under 
direction of Charles Ponton. Johnnie 
Rechow will run the show in Engle- 
wood, and he hopes you'll come over 


to visit him. Says it's only seven 
minutes from New York ... over the 
Washington Bridge. 


eee 


@ AND SPEAKING OF PLANTS... 
better get yourself a copy of new 
booklet just issued by Tension En- 
velope Corporation. 19th and Camp- 
bell Streets, Kansas City 8, Missouri. 
Title “the business of making Envelopes 
for every business use.” Takes you on 
Picture tour through the plant. Shows 
every step from the designing to the 
finished product. Well done! 





@ Note to new readers: Use The 
Reporter as a means of getting 
acquainted with the people who 
are doing effective direct mail 
work ... also as a means of 
getting specimens and informa- 
tion for your idea file. Have a 
pencil handy while you read. In 
these “Short Notes.” for example, 
we try to highlight for you the 
best pieces, stunts or ideas of 
the mon‘h. Check the items 
which interest you the most. Give 
the magazine to your secretary 
with instructions for writing re- 
quests for pieces or information 
described. Notice that in most 
cases we give complete name 
and address. Most of those men- 
tioned in The Reporter will be 
glad to cooperate with you. You. 
in turn, should cooperate when 
you or your work are mentioned. 
Be sure that The Reporter is on 
your list to receive samples of all 
the direct mail you release. That's 
what makes The Reporter an in- 
teresting and valuable magazine. 
It is written by. for. and about 
its readers. 
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Introducing — 


thirty-four inches of Dynaclamp 
...and every incha SEYBOLD 


The New SEYBOLD 
Dyna clamp 


34” 


Power Paper Cutter 


Here’s a heavyweight that knocks out the hidden Fully Automatic Clamp © Floodlighted Tables 
high operating costs of obsolete hand clamp cutters. Twe-head Throw-in © Scientific Shear Angle 
\ Seybold representative will be glad to explain Three-section Back Gavge ° Double Shear Action 
how this profit-maker increases production and Most rugged small cutter ever made 
* Reevens casts. Or weite te: Two Knives included ¢ Side Tables included 


HARRIS + SEYBOLD.... GENERAL OFFICES...CLEVELAND 5, OHIO 





anw nove 


AG ATHA aor 


bring your layouts to life: print on 


wreewarionar MONO ¢r0ga Jad 


Good eye-appeal, good all the way through! That's watermarked 

Ticonderoga Text — combining distinctive appearance with top performance and 
surprisingly low cost. Use with letterpress, offset, gravure. Specify for book jackets, 
brochures, programs, announcements, your finest printed matter. |n 7 colors 

plus cream and brite white; laid and wove, envelopes to match, plain 

and deckle-edged. Where the job calls for it—team it up with 

Ticonderoga Coverweight in matching colors! 


International Paper Company, 220 East 42nd Street, New York 17, N.Y. 


INTERNATIONAL PAPERS 


for Printing and Converting 





